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ABSTRACT
KRISTEN M. ROBINSON: The Influences and Effects of Political Communication on
Young Voters in the Digital Age
(Under the direction of Dr. Victoria Bush)
(The effects of political communication has been a topic in which many political
communication researchers have devoted attention. In this digital age, the role of the
Internet has a great effect on the political process that people may experience during
campaign times. To understand how various forms of political communication affect the
political process, one must understand what political communication is and how political
communication has evolved into the digital age. Furthermore, to understand these effects,
specific target segments should be analyzed separately. This study explores the evolution
of political communication from the election of 1952 to the present, specifically
investigating how young voters, ages 18 to 24, perceive political communication. Young
people, who have the greatest presence on the Internet, but the lowest voter turnout rate,
are a peiplexing generation to analyze. Using a focus group and two online surveys, the
media habits, media consumption rates, and perceptions of various sources of political
communication among young people were measured. From the results of the research, the
Model of Interactive Political Communication Online was developed to illustrate the
political process that young people may experience beginning with exposure to political
information online to online political discussion to political engagement and action. The
final survey results support the idea that political discussion online is a significant
mediator between media stimuli and behavioral action among young people.]
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Introduction
During the 2008 presidential race, U.S. citizens experienced one of the most
intense, innovative, and historical political campaigns to date. Barack Obama's online
campaign transcended traditional political campaign techniques and introduced new
personal and interactive communication tactics that have changed the political
battleground for all campaigns to come. With the growing sophistication of the Intemet
and other various communication tools, political campaign teams have a plethora of
innovative tactics to capitalize on for successful campaigns in the future. Obama's
campaign team utilized the newest online communication vehicles, such as Facebook and
Twitter, to facilitate personal relationships between citizens and the popular political
candidate. With Obama's strong presence on the Intemet, he was able to connect.
interact, and gain support from many young people online.
Political communication researchers have dedicated a lot of attention to the role of
young people in the political process. The l8-to-24 age cohort has one of the lowest
political involvement and voter turnout rates of other age groups. Many researchers are
attempting to understand these younger, influential generations in hopes of discovering
techniques to engage them and stimulate political action among them. However, the
Internet itself may present many opportunities for young people to become engaged and
involved in the political process.
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Since the 2004 presidential election, social networks, video w-ebsites, and
interactive communication tools have emerged. These new interactive online functions
allow political campaigns to venture into the online world of young people rather than
teams to
tryins to entice them into the online political sphere. For political campaign
reach these young people successfully, they must understand their lifestyles, media
habits, and preferred communication vehicles. However, they must first understand
various forms of political communication, how these forms of political communication
have evolved over time, and how different types of political communication are
perceived by young people to fully recognize the effects of political commimication on
potential young voters.

This study attempts to understand the political process that young people
experience beeinning with their exposure to various forms of political information to the
stimulation of political action among them. Chapter 1 and 2 discuss the makeup of
political communication and how it has evolved over time. Barack Obama's successful
online campaign is also discussed in Chapter 2. Chapter 3 and 4 discuss the role of
television and the Internet, the two most popular sources of political information for
young people, in political campaigns. They also investigate the capabilities that the
Internet provides for political campaigns such as fundraising, mobilization of support,
and the development of relationships between the people and the candidate. In addition.
Chapter 4 explores the lifestyles, media habits, and communication methods of young
people. With the knowledge base built from Chapters 1 through 4, Chapters 5 through 7
contain the results of a focus group and two surveys designed to measure perceptions and
effects of political communication on potential young voters.

The initial focus group was held shortly after the 2008 presidential election to
gauge politically active young peoples' perceptions of various political sources. The
results of the focus group were used to create the questions for the first survey tliat
attempted to discover how various sources ot political infomiation are perceived based on
their credibility. After compiling the initial results from tlie first survey and perfomiing
further literature review, a conceptual model entitled the Model of Interacti\e Political
Communication Online was constructed to illustrate die political process that young
people may experience in the digital age. The model builds onto three established
political communication models, but focuses more

on the role of the Internet and young

people in the political process tlian the previous models. The final chapter of this study
describes the results of the second survey that was created to support the correlations
proposed in the conceptual model.

Understanding the effects of various forms of political communication on young
voters is a growing area of interest in the field of political communication. The effects of
negative political advertising, the credibility of political sources, and the importance of
various online campaign capabilities are just a few areas of interest in the field of
political communication that this study attempts to explore. The potential for innovative
campaign techniques is ever growing. With young peoples’ strong presence on the
Internet and the success of Obama’s online campaign, the Internet is and will be the main
playing field for all political campaigns to come. Political campaign teams must
understand their target markets’ perceptions in depth to develop strategic and successful
political campaigns in this continuously advancing digital age.
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Chapter 1
The Makeup of Political Communication: Negativity
Most political campaigns have one aspect in common and that is the use of
negative political advertisements. Through every presidential campaign since tlie creation
of the U.S. government, some form of negative political communication has been utilized
to cither attack an opponent, make a point, or grasp the audience’s attention. Whether
negative political advertising is effective or not is a growing controversy in the world of
political communication. To understand how voters perceive political communication,
one must first understand what the makeup of political communication is: the main
ingredient is negativity.

Negative political advertising is defined as “political advertising that implicitly or
explicitly places the opposition in an inferior position”(Johnson-Cartee & Copeland,
1997). Many critics believe that negative advertising is an unnecessary evil. Critics argue
that televised political advertisements are too focused on image and not enough on the
important issues. These critics say that short advertisements averaging 30 seconds are not
suitable for discussing complex political issues (Johnston & Kaid, 2002). However,
without negative advertising, voters may not get the full picture of the candidates.
Candidates will not always share negative background information about themselves, but
their opponents will. Negative political advertisements are necessary for distinguishing
the differences between candidates’ positions and backgrounds (Jamieson, Waldman,&
Sherr, 2000). According to Kamber (1997), negative political messages are essential to
4
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campaigns because they provide a public service to citizens by supplying them with
information about issues and the candidates' characters that would not have otherwise
been exposed. Political candidates

use political advertisements to put fortli an agenda of

issues and personality characteristics for the voters; however, the candidates' political
advertisemetits are often perceived as manipulative or sinister compared to how a person
normally constnicts a first impression of a person (Johnston & Kaid. 2002). Critics argue
that negative political advertising is necessary in such a cluttered marketplace, while
others argue that it is an unnecessary element of politics. Because of the inconsistence
opinions and perceptions of negative political advertising, it continues to be one of the
most misunderstood concepts in the field of political communication (Johnson-Cartee &
Copeland, 1997).

Ethics and Regulations in Negative Political Advertising
A term that is often synonymous with negative political advertising is
mudslinging (Johnson-Cartee & Copeland, 1997). Mudslinging often evolves into
unethical remarks and lies about an opponent. It seems wrong that political candidates

are

allowed to tell straight-out lies, but political advertisements are protected by the freedom
of speech in the First Amendment to the United States Constitution. Because there is a
constitutional difference between commercial speech and political speech, political
speech has a very limited amount of regulation (Johnson-Cartee & Copeland, 1997). The
Communication Act of 1934 made the clear distinction between political advertisements
and commercial advertisements. It also allowed television stations to refuse any
advertising that they deemed deceptive, except for political advertisements (Chang, Park,
5

& Shim, 1998). The Federal Trade Commission, the governing body that works to
eliminate deceptive and unfair practices in the marketplace, has no jurisdiction over
political advertisements(Newman, 1999). Since there is more room for campaign
strateaists to promote their candidates or attack their opponents in any light, many
political advertisements are often unethical, exaggerated, or even untmthful. According
to Johnson-Caitee & Copeland (1997), a negative political advertisement is legitimate
and ethical if “it conforms to the recognized principles, standards, rules, and values of
society." They also add that a negative argument should be factually supported, relevant
to the political circumstances, and perceived as valid to the voters (Johnson-Cartee &
Copeland, 1997). Negative political advertisements often balance on a thin line between
being ethical and unethical. When negative political advertisements are fair and tmthful,
however, they are a cmcial source of political information (Kamber, 1997). Negative
political advertisements can be communicated in various ways, which can affect the way
a citizen perceives them.

Types of Negative Political Advertising
The main types of negative political advertising are direct attack advertisements,
direct comparative advertisements, and implied comparative advertisements. A direct
attack advertisement is a message that attacks a specific candidate or party by attacking
either their name, image, or symbol (Johnson-Cartee & Copeland, 1997). An attack
advertisement focuses mostly on the opponent of the sponsoring group, which could be
the candidate, candidate’s party, or an independent group(Lau & Sigelman, 2000). Direct
attack advertisements can be harsh, so to reduce insensitivity, campaign strategists often
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employ humor to make attack advertisements more acceptable to the viewers (JohnsonCartee & Copeland, 1997). Humorous advertisements make up the majority of the most
memorable and effective attack advertisements because they are less harsh and less
threatening (Swim, 1998). For example, in the 2008 presidential campaign season,
McCain's campaign advisors had advertisement ideas that involved portraying humorous
clips of Obama's coziness with celebrities. According to Lau & Sigelman (2000), attack
advertisements are noticed, processed, and recalled more easily than positive political
advertisements. However, because attack advertisements are harsher in tone, they are
often seen as unethical. For an attack advertisement to be successful it needs to have
factual content, be relevant, and come from a credible source, and if it does not, then the
sponsor of the advertisement will often experience backlash or a negative reaction from
viewers (Swint, 1998). On the other hand, attack advertisements can be beneficial
because they send the media into a fact-checking mode, which results in the introduction
of more factual information into a campaign (Begley & Interlandi, 2008).

Another type of negative political advertising is a direct comparison
advertisement, which specifically compares one candidate to another by discussing their
backgrounds, experiences, and political positions on issues (Johnson-Cartee & Copeland,
1997). Comparison advertisements provide voters with reasons why they should vote for
one candidate and not for the other. Comparing the candidates is a more balanced
campaign approach because both sides are being presented. Comparative advertisements
are also viewed as more legitimate and credible because they clearly name the sponsor
(Jamieson et al., 2000). Comparative advertisements make claims both in favor of their
candidate and in disapproval of their opponent(Lau & Sigelman, 2000), which can be
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perceived as either unethical because it is an attack or as fair because it distinguishes the
source Research shows that direct cornparison political advertisements are effective
because they cause the viewer's evaluation of the attacked candidate to become more
negative (Yoon, Pinkleton, & Ko, 2005).

The last tvpe of negative political advertisements is a implied comparison
advertisement, which is an advertisement that does not specifically identify the rival
candidate and often does not identify the sponsor until the tagline at the end (JohnsonCanee & Copeland, 1997). Implied comparison advertisements will not be understood if
the candidates are not already well known to tlie public; the public must have a
knowledge of their political positions, personality, and experience (Johnson-Cartee &
Copeland, 1997). An implied comparative advertisement is presented to the audience in a
metaphorical way that causes the viewer to infer what the advertisement is actually about.
For example, a candidate may use an advertisement that implies that a negative scenario
will occur if they are not elected or if their opponent is elected. To communicate the
negative scenario, they may use a metaphor. Implied comparative advertisements are not
always perceived as negative because they are interpreted from a subjective viewpoint.
However, all negative political advertising is perceived in a subjective manner because
people have different backgrounds and approach and interpret the advertisements in
various ways (Swint, 1998). The negativity of a campaign depends on how people
perceive it as well as on the unexpected circumstances and conditions that the candidates
face during the campaign (Swint, 1998). There is no clear definition of negative
campaigning because the citizens’ definitions vary according to their age, party loyalty,
interest level in politics, and other various factors (Buell & Sigelman, 2008).
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Effectiveness of Negative Political Advertising
Research has shown that unfavorable attitudes towards negative advertising do
not hinder the memory or persuasiveness ot a negative political advertisement (JohnsonCartee & Copeland, 1997). Because negative advertisements usually stimulate anger or
anxiety, they also stimulate attention and engagement making them easier to lemember
(Begley & Interlandi, 2008). Negative political advertisements are easily remembered
because they are unique, entertaining, and novel and serve as symbols that facilitate or
reinforce recall (West, 1994). Researchers believe that it is easier to get a negative
message through the media than a positive one(Newman, 1999). Journalists often
identify negative advertising as a conflict and therefore perceive it as newsworthy
(Johnson-Cailee & Copeland, 1997).

A citizen's level of involvement in politics also affects the effectiveness of a
negative political advertisement. Highly involved voters are influenced more by negative
advertisements because they are more likely to experience repeat exposure to the
advertisements(Yoon et al., 2005). Johnston-Cartee & Copeland (1997)state that many
researchers have prematurely labeled negative advertising as ineffective, but that it may
become less powerful as its highly stimulated characteristics become more prevalent in
society.

The effectiveness of negative political communication is a popular debate in the
field of political science and political communication. It is difficult to measure the many
variables that affect how political communication is perceived. To understand the
influences and effects of negative political communication, one must understand the
lifestyles, media consumption trends, and beliefs of a particular group of people.
9

However, one must first understand how political communication has evolved over time.
especially how it has evolved into the digital age.
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Chapter 2
The History and Evolution of Negative Political Advertisements
Negative political advertisements bombarded the broadcast spectrum and the
Internet in the 2008 general election. John McCain, the Republican Senator from
Arizona, and Barack Obama, the Democratic Senator from Illinois battled with negative
attack advertisements in one of the longest campaign seasons in history. Negative
political advertising is not anything new, however. Negativity in political races has been
prevalent since the election of 1796 between Federalist John Adams and DemocraticRepublican Thomas Jefferson. The Democratic-Republicans labeled Adams as an
“avowed friend of monarchy," while the Federalists labeled Jefferson as “an atheist.
anarchist, demagogue, coward, mountebank, trickster, and Franco-maniac..."(Kamber,
1997). Obviously, negative political campaigning has been prominent since the creation
of the United States government, but what really led political advertising to appear more
negative was the creation of broadcast television and the Internet. In a democracy, it is
important to have dialogue between the government and the people. Since the beginning
of television and even radio, the government and the people have communicated through
the media. Because television has the ability to transmit messages “rapidly, widely, and
dramatically," many presidential candidates have learned the importance of building their
campaigns around advertising on television and the Internet(Lau & Sigelman, 2000).
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The Beginning of Negative Political Advertising on Television (The ‘50s)
The election of 1952 between Republican Dwight D.“Ike” Eisenhower and
Democrat Adlai Stevenson brought the first presidential campaign to make use of
political advertisements on television, In 1952, forty percent of all American households
had television sets in their homes (Kaniber, 1997). Eisenhower realized that television
was an emerging technology that could be used to promote his candidacy in a new way.
Eisenhower hired the advertising agency BBD&O (Batten, Barton, Durstine, & Osborne)
to help create short political advertisements, or spots, which they named Eisenhower
Answers America"(Kamber, 1997). The Democrats struck back by labeling
Eisenhower's campaign team as “high-powered hucksters of Madison Avenue"(Kamber,
1997). The Republican campaign created one of the most appalling negative implied
advertisements during the election of 1952: two soldiers are in a combat zone in Korea
talking about the pointlessness of the war. Suddenly, one soldier is killed and the other
charges the enemy. The commercial ends with the tagline, “Vote Republican."
Stevenson's use of television in the election of 1952 was not as strategic as
Eisenhower's was. The Stevenson campaign used 95 percent of their television budget to
produce 30-minute speeches that were long and boring(Kamber, 1997). Eisenhower’s
short spot advertisements were usually 20 seconds to 60 seconds in length and were more
memorable. A spot advertisement is defined as a short commercial ranging anywhere
from 15 seconds to 90 seconds shown on local or national television (Belch & Belch,
2007). In 1952, Eisenhower won the election in a landslide. Whether or not the televised
political advertisements affected his win was not evident to campaign strategists;
however, political advertisements had entered the broadcast media and were there to stay.
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In the election of 1956. Adlai Stevenson and Dwight D. Eisenhower met again in
the race to the Wliite House. The Democrats' first strategy was to use Eisenhower s
presidential performance against him. The Stevenson campaign created a sequence of
advertisements called “How's That Again, General?" where footage from the election of
1952 was used to compare Eisenliower's promises to his actually performance (Kamber,
1997). The series of advertisements pointed out every instance where Eisenhower did not
follow through with his promise. The Eisenhower campaign, on the other hand, produced
a variety of different television advertisements that were surprisingly very positive and
issue-oriented (Kamber, 1997). The two candidates spent a total of $2.5 million on
television commercials(Newman, 1999).

Another important change in political advertising during the 1956 election was
the use of a unique selling proposition. Eisenhower's chief advertising consultant was a
man named Rosser Reeves, the creative director at the Ted Bates Agency. Reeves was the
advertising genius behind the familiar slogan “M&M’s melt in your mouth, not in your
hands." Reeves came up with a theory called the USP, or unique selling proposition,
which is a claim that can pull in new customers/voters and that is unique compared to
competitors(Kamber, 1997). Reeves employed his theory with Eisenhower’s campaign
and built the whole campaign around Eisenhower’s most prominent issue stances or his
USP. Eisenhower won the election of 1956, but whether the television advertisements
influenced his win was unclear and difficult to measure.
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Negative Political Advertising on Television (The ‘60s)
During the election of 1960 between Republican Vice President Richard Nixon
and Democratic Senator John F. Kennedy, the use of political advertisements on
television was utilized. By 1960, more tlian half of all American homes owned a
television set (Lau & Sigelman. 2000). The first televised presidential debate was also
organized during this election, which helped establish a greater significance of image in
presidential campaigns. Kennedy's negative advertisements consisted mostly of attacks
on Nixon's experience as vice president(Kamber. 1997). Nixon suspended his television
advertisements for three months during his campaign so he could devote his time to
campaigning in all 50 states(Kamber. 1997). Kennedy won the election of 1960. but
there were still no measurements of the effectiveness of negative political advertisements
or political adverti.sements in general on the outcome of the election (Kamber. 1997).

During the election of 1964 between Democrat Lyndon B. Johnson and
Republican Barry Goldwater, the Johnson campaign used Goldwater’s blunders and
careless remarks against him in various radio and television advertisements that
accentuated his radical views(Kamber, 1997). During this campaign season. Johnson
employed one of the most infamous negative political advertisements to date. The
advertisement known as the ‘Daisy Girl* was a 60-second commercial of a little girl
picking petals off a daisy and counting the petals. When she gets to ten. the camera
begins to zoom into her eye as you hear an announcer count down from ten. When he
reaches zero, an atomic bomb explodes, and the announcer says. “These are the stakes!
To make a world in which all of God's children can live, or to go into the dark. We must
either love each other, or we must die. Vote for President Johnson on November 3. The
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one
slakes are
;too high for you to stay home.’' The ‘DaLsy Girl’ commercial only ran
time, but it represented a drastic change in the nature

and negativity of political
on

advertising (Newman. 1999). The ●Daisy Girl’ advertisement may have had an impact
voters' perceptions ot Barry

Goldwater; Lyndon B. Johnson won the election.

Many view the election of

1968 between Republican Richard Nixon. Democrat

Hubert Humphrey, and Independent George Wallace, as

one of the harshest campaigns of

same of sleaze and
the times. According to Kamber (1997), “Nixon made campaigning a g
soap.

Nixon hired J. Walter Thompson (JWT) Agency as his advertising consultants.

Kamber (1997) says "they did a good job taking a second rate politician and selling him
to the American people through a sophisticated media campaign.” Adlai Stevenson
land of slander and scare, of sly innuendo.
labeled Nixon’s campaign as Nixonland—a
—the land of
of a poison pen, the anonymous phone call, and hustling, pushing, shoving
smash and grab anything to win" (Kaminar. 1992). The 1968 campaign was on. of the
first elections in which candidates were advertised as if they were actual products
(Newman, 1999). Nixon used the media to portray himself as larger than life. He
attempted to soften his image and to manipulate the mind of the voter to see him as
someone that he just was not . The election of 1972 is even more proof of Nixon’s
manipulative tactics.

Regulations to Negative Political Advertising on

Television (The ‘70s)

The election of 1972 was between Republican President Richard Nixon and
Democrat George McGovern. Nixon employed many

of the same tactics as in the

previous election, except this time he performed many unethical tasks in his involvement
15

with the burglary at the Democratic National Headquarters in the Watergate office
complex. Although Nixon did win the presidency both in 1968 and 1972, the Watergate
scandal led many Americans to lose tmst in the government. The political advertisements
used ditring the election of 1972 were toned down compared to the previous elections.
New regulations were put into place that affected campaigning during 1972. In 1971. the
Federal Election Campaign Act(FECA) was passed. It limited campaign contributions
from the candidates themselves, called for campaign expenditures and contributions to be
relea.scd to the public, and created the Federal Election Commission(Newman. 1999). In
1974. The FECA was amended to strengthen disclosure requirements, to place stricter
limits on political contributions, to replace the media spending limits with overall
spending limits for federal campaigns, and to limit party spending on behalf of
candidates Then in 1976. the FECA was changed again due to the ruling from the case
Bucklev V. Valeo. The ruling stated that Congress did not have the authority to limit
political spending but did have the right to regulate political contributions. Regulating
political spending was abridging political candidates’ freedom of speech (Chang et al..
1998).

The 1976 election between Democrat Jimmy Carter and Republican Gerald Ford
was the first presidential election that had to work with the amended FECA regulations.
Jimmy Carter hired Pat Cadell as his campaign advisor. Cadell used a tactic called market
segmentation to identify specific segments and to create a specific and appropriate
message for each segment or each state(Newman, 1999). The election of 1976 was also
the first campaign where the candidates did not appear in every commercial themselves
(Newman, 1999). Jimmy Carter’s old-fashioned personal appeal helped him win the
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election of 1976. Throughout the 1950s, 1960s, and 1970s, the format and presence of
political advertisements were changing

As technology continued to advance, negative

political advertisements were getting more

attention and becoming more prominent in

many mediums.

Prominence of Negative Political Advertising on

Television (The ‘80s)

in the campaigns during the
Negative advertisements played a less significant role in
the primary tactic for
early years of television, but by the 1980s, negative advertising was
most presidential campaigns (Johnson-Cartee & Copeland, 1997). The election of 1980
during a time of
between Republican Ronald Reagan and Democrat Jimmy Carter was
technological advancements in television. The campaigns

relied heavily on television
to

campaigning and brought togetlier information technology with promotional expertise
create specific messages to specific targets(Newman. 1999). Reagan's campaign was the
first to integrate many marketing tools to promote their candidates such as negative
advertising, direct mail, marketing research, and polling(Newman, 1999). Roger Ailes,
Reagan's media advisor, utilized many comparative political advertisements that attacked
the opponent but built up Reagan at the same time(Newman, 1999). Reagan won the
election and used his same strategy for reelection in 1984.

In the election of 1988 between Republican George H.W. Bush and Democrat
Michael Dukakis, Bush relied on negative advertising to define his opponent(Newman,
1999). One of the most prominent negative advertisements from the election ot 1988 is
called the ‘Willie Horton’ commercial. The Bush campaign created a 60-second
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commercial showins a convicted criminal leaving jail. Dukakis had let the inmate leave
prison early on good behavior only allowing him to commit a crime again. Bush used
Dukakis's "irresponsibility" against him and showed how it contradicted his campaign
theme of being caring and compassionate. Bush labeled Dukakis as a "liberal and
illustrated his radical liberalism with the 'Willie Horton' advertisement saying that
Dukakis's position on crime and punishment issues were

too liberal (Swint, 2006).

Dukakis did not refute many of the negative advertisements against him giving Bush
control of the media. Bush created a heartwarming image of himself and a callous image
of Dukakis, which helped him win the election of 1988. As more negative political
advertisements appeared in the media, America and the media were finally beginninj^ to
question their credibility. The 1988 campaign set precedent for a new trend of media
advertisement watches in which messages in the advertisements were analyzed
(Newman, 1999).

The Emergence of Media Watches and Campaigning Online(The ‘90s)
In 1992, the League of Women Voters, the American Association of Advertising
Agencies(AAAA), and the Markle Foundation established Project Run Fair, which was a
group that served as a watchdog for political advertisements during the presidential
campaign (Kamber, 1997). Citizens could call numbers to report bad or unethical
political advertisements and Project Run Fair would check it for accuracy. Although
Project Run Fair was a step in the right direction, it was unsuccessful due mainly to the
high cost for callers. The race between Republican George H. W. Bush, Democrat Bill
Clinton, and Independent Ross Perot incoiporated many strategies from the past
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elections. The candidates also had more direct contact with the voters by going on live
talk shows and by holding more public appearances. Independent Ross Perot even
announced his candidacy on the talk show Larry King Live(Newman, 1999). Alternative
media such as toll free numbers, direct mail, and live talk shows became a popular
vehicle for the delivery of political information (Johnston & Kaid, 2002). As cable
television became more prominent, the candidates were able to reach more than 60
percent of households with television in 1992(Newman, 1999). With more reach, the
Clinton campaign was effectively able to use Bush’s downfalls while in otfice against
him. When Bush ran for president in 1988, he pledged tliat there would be no

new taxes.

He said, “Read my lips, no new taxes.” Clinton hit him hard with attack advertisements
for his failure to keep his promise. Bush also attempted to attack Clinton's character as he
had done to Dukakis, but Clinton refuted the advertisements immediately(Newman,
1999). Clinton was strategic in his campaigning and this helped him win the presidency
in the election of 1992. When Clinton was up for reelection in 1996 against Republican
Bob Dole, Clinton campaigned effectively by repeating one overall theme frequently and
consistently. His theme was to make “the American Dream” a reality in “the Age of
Opportunity”(Newman, 1999). Clinton was very personable but also very competitive,
flexible, and innovative. He relied on new marketing techniques such as focus groups and
polls to focus on the voters’ concerns rather than on his own(Newman, 1999), which
helped him win the election of 1996 as well.

The presidential campaigns of 1992 and 1996 experimented with campaigning
online to some extent. In 1992, the Clinton-Gore campaign placed campaign information
such as full texts of speeches, advertisements, papers, and biographical information on
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ihc Internet (Davis. 1999). In 1996. election-related sites began to emerge more
frecjiiently representing parties, interest groups, the media, and the voter (Davis. 1999).
The presidential campaign of 1996 was a time when online communities and voices
began to form and grow. The most important development for online campaigns that
emerged in 1996 was official major party and candidate websites that offered graphics,
clips of speeches and advertisements, press releases, and current news(Davis, 1999).
However, many of the official candidate websites were merely focused on image radier
than any significant issues. During die presidential campaigns of the 1990s. Internet
usage I●ates and online campaign strategies were slowly increasing. However, as public
access to the Internet continued to grow, so did the presence of political actors online
(Hart & Shaw, 2001).

Negative Political Advertising and Utilizing New Media (2000 - 2004)
The election of 2000 between Democratic Vice President A1 Gore and Republican
Texas Governor George W. Bush was a close race filled with many controversies. Many
of the negative political advertisements employed during this campaign were targeted
mostly towards the swing states. Throughout the last half of the twentieth century, it was
evident that newcomers to the presidential races used more negative attack
advertisements than incumbent presidents or vice presidents in order for the people to
acknowledge their presence at the national level. Bush and the Republican Party had a
more negative campaign than Gore and the Democratic Party during the 2000 presidential
campaign (Buell & Sigelman, 2008). Over half of the negative attack advertisements
sponsored by the Democratic Party used fear appeals to scare the people about how Bush
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would handle situations as president (Buell & Sigelman, 2008). Both candidates focused
on fear appeals and negative labeling in their political advertisements in 2000. Gore's use
of negative issue advertisements was one of the highest percentages of all presidential
races since 1952. and Bush used a higher percentage of negative image advertisements
than Gore but fewer advertisements overall in the election of 2000(Johnston & Kaid,
2002). Almost all of the political advertisements in 2000 were some form of attack
advertisement. Ninety percent of the Democrat’s advertisements were attacking Bush
(Buell & Sigelman, 2008).

Domestic issues were the core focus in the election of 2000, especially discussion
of healthcare, taxes, and social programs. One of Gore’s prominent themes was attacking
Bush on his Medicare plan. An example of an issue attack advertisement in the election
of 2000 was when Gore said that Bush would “give into the big drug companies and send
seniors begging to the health maintenance organizations(HMOs)and insurance
companies”(Buell & Sigelman, 2008). Bush countered the attack advertisement with
another attack advertisement claiming that Gore offered only “the same tired, partisan
ideas that have led our country no where. His is the path of politics...but not the path of
leadership” (Buell & Sigelman, 2008).

The vote difference in 2000 was the closest in history and with problems with the
recounts in Florida, the election of George W. Bush in 2000 was controversial and left
many people, especially Democrats, bitter. Bush had less popular votes than Gore but
more electoral votes giving him the title of president in 2000. With the explosion of the
Internet, talk shows, and negative advertising that seemed normal, it is evident that
presidential campaigns were changing. However, whether or not the negativity or the
21

type of medium used to deliver the negative advertisements affected the outcome of the
race was immeasurable, especially with such a close race (Buell & Sigelman, -008).

The 2000 presidential campaign was the first to greatly employ the use of tlie
Internet. During the primary season in 1999, the presidential candidates were beginning
to use
:the new political tool at full force. Bush launched an online advertising effort in
December of 1999, while his Republican opponent John McCain used the Internet as a
means for gathering volunteers. McCain's online advertisements earned a 2 percent click
through response rate, which was much larger than the online average click-through rate
of 0.3 percent (Davis, Elin, & Reeher, 2002). The use of viral marketing was very
important to the 2000 campaign - the forwarded and replicated emails spread across the
Internet faster than a virus and became a popular technique for both party’s campaigns
(Davis et al., 2002). The Internet showed its potential to be an effective political
campaign tool in 2000 by giving the presidential candidates numerous ways to establish
relationships and connect with the voters (Park & Choi, 2002).

Due to the controversial election in 2000, many Democrats were already
dissatisfied with Bush before he decided to mn for reelection in 2004. The 2004
presidential election was between Republican President George W. Bush and Democrat
John Kerry. As noted before, the number of attack advertisements against the incumbent
president was higher than the incumbent party’s attack advertisements (Buell &
Sigelman, 2008). Because of the September 11 terrorist attacks and the beginning of the
War on Teiror, the campaign of 2004 was different from any other. Kerry and the
Democratic Party employed fear appeals and labeling of Bush as Gore did in the last
election (Buell & Sigelman, 2008). Most of the attacks were about dishonesty and
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experience, especially military experience. Bush attacked Kerry on his truthfulness and
integrity in over half of his advertisements, while the Republican Party did the same in 47
percent ot● their advertisements (Buell & Sigelman. 2008). In addition to the pressing
social issues and the War on Terror, the emergence of powerful independent political
groups and the use of the Internet greatly affected the 2004 presidential campaign.
The 2004 campaign was harsher than the 2000 campaign due mostly to the high
number of personal character attacks and the role of the 527s, which is a nickname and
the Internal Revenue Service code for independent political organizations (Buell &
Sigelman, 2008). An independently sponsored advertisement

is not directly linked to the

candidate or political party that they are supporting (Johnson-Cartee & Copeland, 1997).
The independent groups with the most prominent national presence included Media Fund,
a Kerry supporter; Moveon.org, an anti-Bush group that compared Bush to Adolf Hitler;
and the Swift Boat Veterans for Truth, an anti-Kerry group that questioned Kerry s
truthfulness about his role in the Vietnam War(Buell & Sigelman, 2008).

In the 2004 presidential election, the majority of Internet users turned to the web
as their primary source of news and political information (Blumenthal, 2005). Political
campaigns have evolved greatly over the last few decades as the emphasis of these
campaigns has begun to evolve from traditional media to new
blogs, online polls, and social networks.
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interactive media such as

The Blogosphere, Polls, and Social Networks in the 2004 and 2008 Elections
A new form of communication emerged in the election of 2004

a web log, or

“blog" as it is referred to now, is an Internet-based diary that serves as a forum tor
commentary and discussion (Blumenthal, 2005). According to Graff(2007), bloggers
spend an average of two hours online per day debating, chatting, and gossiping about
politics or other news. The first online journal, or blog,

was created by a college student

in 1994 (Graff, 2007). However, the popularity of blogging did not explode until ten
years later during the election of 2004. The explosion was huge on the part of both the
candidates and the voters. The blogosphere is the online space full of frequently updated
websites that focus on specific topics and provide citations of sources (Trammell, 2006).

During the 2004 presidential campaign, the Bush and Kerry campaigns set up
official blogs for the candidates to post information and their views

on issues and current

events. The candidates used the new campaign tactic, blogging, as a way to attack their
opponent. In 2004, Kerry posted blog entries more often than Bush, while both
candidates discussed their opponent in more than half of their blogs(Trammell, 2006).
According to Trammell (2006), of the blog entries that discussed the opponent, 78.8
percent contained an attack. With the emergence of blogs came partisan and aggressive
commentary and discussion online (Blumenthal, 2005).

Blogs became very popular in 2004 not only for the candidates but also for the
citizens. In an episode of 60 Minutes in September of 2004, Dan Rather investigated the
gaps in Bush’s service with the National Guard. However, after the story aired, many
bloggers began to voice that they did not think Rather’s sources were credible. The
blogging community initiated an examination of Rather’s sources, which were deemed
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not credible. This discovery caused four CBS employees to lose their jobs, and it hurt
Rather's reputation as well (Buell & Sigelman, 2008). Because of the growth of political
advertisements and information on the news and the Internet, the number of people that
political advertisements reached grew exponentially (Bull & Sigelman. 2008). The 60
Minutes controversy created an enormous presence of bloggers on the Internet during the
campaign of 2004.

Bloggers posted their opinions and attacks in real time online as candidates,
reporters, and other public figures uttered words on

television and other media. Blogging

serves as a forum for immediate reaction from the public concerning candidate s
campaign strategies and stances on issues. Blogs usually serve as a reliable source of
infoiTnation because they include hyperlinked words to government reports or public
records that help support their opinions, which allow them to build logical arguments
(Trammell, 2006). However, there are many personal blogs that are not a reliable source
of information. Although blogs usually have consistent viewers, the overall audience of a
blog can include a variety of people including a casual reader or a very involved
supporter (Trammell, 2006). The blogosphere is growing fast - the number of blogs in
the 2008 campaign season grew greatly from 2004. Blogging is an innovative
communication tactic for politics, but with the growing number of blogs and lack of
source credibility, it is in danger of becoming regulated (Shannon, 2007).

Another new campaign tactic that was greatly used in the election of 2004 was
online polls measuring the public support of presidential candidates. According to
Blumenthal(2005), millions of politically active people discussed poll information and
statistics in the blogosphere in 2004. Blogs served as a safeguard for citizens who looked
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at poll results without realizing the methods behind them. Many bloggers questioned the
motives of pollsters, the people who administered the online polls, and attacked their
methodologies. There is no perfect poll or measurement of the public’s perception of
candidates, but the Internet does encourage pollsters to fully disclose their polling process
so that people can understand their intentions as well as possible errors. When pollsters
do not fully disclose their polling process, then bloggers will be there to question their
authority and findings.

For the first time in history, during the 2008 presidential campaign, the candidates
had a presence on online social network sites such as Facebook, YouTube, and MySpace
(Shannon, 2007). Social networking sites are very popular with young adults and have
, music, and
become a place for them to connect with friends, socialize, and share pictures
videos from their lives (Goodman, 2007). These websites or networks have also redefined
how young people get their political information (Carr & Stelter, 2008). With
applications such as a status, bulletin board walls, and comments on Facebook and
MySpace, people can advertise their political views and opinions

for their friends and

networks to see. Using social networks for political campaigning is also an effective way
to reach the young voters who have a large presence on the Internet.

The 2008 election was the first election that YouTube experienced. YouTube has
transformed the idea of the personal video. Anyone can be a producer and can load video
on to YouTube no matter what the quality. People can watch politician’s blunders that
they missed in real time at a time and place of their convenience(Goodman, 2007).
Many politically related videos were uploaded to the site during the 2008 campaign.
YouTube is a great fomm for viral marketing because it allows online videos to spread at
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a very rapid pace to a v ariety of people. YouTube videos can be uploaded by anyone
anywhere especially with the increasing popularity of digital cameras and cell phones
(Graff, 2007). However, since anyone has die ability to load information or comment
about videos on YouTube, it is not always a credible source of information. Many of die
videos on YouTube employ the humor appeal and lack serious

content (Asuaje, 2008).

Political campaign tactics such as the use of blogs, polls, and social networks on the
Internet expanded greatly during the 2008 presidential election. As political advertising
and campaigning continues to explode on

the Internet, more people, especially young
home through blogs

people, are becoming actively involved in politics from their own
and social networks on the Internet.

Barack Obama’s Online Campaign (2008)
Barack Obama made history not only by being the first African American major
party candidate and president but also by being the first presidential candidate whose
campaign was primarily online. Obama was

successful online and offline because, unlike

his opponent John McCain, his campaign had a firm grasp on branding with their
consistent messages of hope” and “change”(Wheaton, 2008). One of Obama’s key
strategists was 24-year-old co-founder of Facebook Chris Hughes, who integrated
Obama’s campaign with social networks, podcasts, and cell phone messages (Fraser &
Dutta, 2008). Chief strategist David Axelrod and campaign manager David Plouffee, both
from AKP&D Message and Media, were other leaders in Obama’s campaign that focused
on balancing mass marketing, social media marketing, and niche marketing to give
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Obama's campaign consistency and coverage (Wheaton, 2008). Barack Obama s online
campaign was successful because of personalization and relationships.

Obama personalized politics by directly emailing citizens

- it is not everyday that

someone gets a personal email from a presidential candidate or the president himself
(McClellan. 2008). On Barack Obama’s website, he collected millions of email addresses
and cell phone numbers, which allowed him to send personalized messages to organize
volunteers and inform citizens of personal appearances (Morrissey, 2008). Obama even
joined Twitter.com so he could send short-message updates to his supporters (Morrissey,
2008). In January of 2007, a student at the University of Missouri-Columbia, created a
Facebook group called One Million Strong for Barack Obama - in five months, it had
grown to more than a quarter million members (Graff, 2007). The Obama campaign
created its own social network MyBarackObama.com that grew to over 2.3 million
members and uploaded videos on YouTube on a regular basis - 70 videos were uploaded
in one week alone (Carr & Stelter, 2008). Citizens loaded many videos onto YouTube
during the presidential election as well. One of the most popular videos was the Obama
Girl’ video, which was a home made video of a brunette girl in bright red pants singing,
“I’ve got a cmsh on Obama!” The ‘Obama Girl’ video was the most-viewed election
video on YouTube with over 10 million views (Asuaje, 2008). Online videos of Obama
and McCain combined drew about 1.4 million views during the 2008 presidential
campaign season (Learmonth, 2008).

The Obama campaign also reached people by using new media in unprecedented
ways such as buying advertising space in virtual worlds and in video games (McClellan,
2008). Loading Obama’s speeches as podcasts on iTunes also reached many people 28

Ohama-s podcasts were ranked as one of the top political podcasts on the Apple iTunes
music store in 2007(Graff. 2007). Obama's campaign tactics of embracing social
nelworkiniZ and interactive media will be used as a guideline in many campaigns to come.

Obama reached many people, especially young voters during the 2008
presidential campaign. He started strong in 2006 and 2007 with his online fundraising
and volunteer recruitment techniques When tlie potential presidential candidates reported
the first campaign fundraising reports to

the Federal Election Commission(FEC)in

March of 2007, Obama already led all efforts with $6.9 million raised online (Winograd
& Hais, 2008). By the end of the 2008 presidential campaign, Obama had raised
practically $1 billion in campaign contributions while McCain raised less than half of that
(Morrissey, 2008). The Obama campaign used integrated marketing communications
techniques that helped them reach many people in a personal and significant way. Obama
used social networks, new media, and personalized messages to

build relationships with

voters, especially young voters. Exit poll surveys from the 2008 presidential election
showed that Obama won about 70-percent of votes from voters under the age of 24
(Fraser & Dutta, 2008).

From 2000 to 2008, there was a drastic change in campaign techniques because of
technological advancements such as the explosion of the Internet. More people have
access to the Internet than ever before. During the presidential campaigns of the twenty
first century, the main focus of the campaigns has seemed to evolve from traditional
media to new media, especially from television to the Internet.
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Chapter 3
The Evolution of Political Communication from TV to the Internet
Since the beginning of political advertisements on television in 1952. campaigns
have become more and more creative in tlieir use of communication tactics. With the
technological advancements at the end of the twentieth century, campaign teams have
been given the opportunity to reach and influence many people, especially using the
Internet as a vehicle. Television surpassed radio when it added pictures, and now the
Internet is surpassing television by allowing users to create and distribute their own ideas
(Winograd & Hais, 2008). Television has a more intrusive nature that bombards viewers
unlike the Internet. Many people are fed up with campaign coverage on television that
has evolved into “horse-race" reporting that focuses on who is ahead or behind in the
polls rather than covering important issues(Yoon et al., 2005). Many people are using
television as a background noise while they are on the Internet, only looking up when
something dramatic happens (Winograd & Hais, 2008). However, traditional print and
broadcast media are not irrelevant; they are still important tools that can help stimulate
political interest and discussion that can result in political communication online(Shah et
al., 2007).

According to Shah et al.(2007), online and offline political communication are
complementary because many people seek information on the Internet to verify
information that they are presented with offline. During the 2006 mid-term
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elections, one-third of the American population used the Internet to check facts and
obtain political information and news (Shannon, 2007). The hitemet is gaining more
power than other mediums to stimulate people to actually take action. According to Shah
et al.(2007), political campaigns on the Internet promote more political involvement than
television or newspaper sources. Carr and Stelter(2008) point out that online and offline
communication is intertwined because the Internet is used to raise money that is in turn
spent on television advertisements by the candidate’s campaign. Television
advertisements can target specific audience segments, but online political advertisements
and videos can target specific markets and actually measure results with click-through
rates and online tracking devices. In addition, online political messages and videos can
be accessed by anybody at anytime and are often part of viral marketing campaigns;
therefore, the messages may reach more people than a television advertisement could.
According to Shah et al.(2007), the influence of political commimication on the Internet
is more potent than conventional news sources.

The Importance of Political Advertisements on Television and the Internet
Television is a powerful medium. Its imagery helps give emotional appeals power
(Kamber 1997). Political candidates have taken advantage of the direct and personal
nature of television (Johnston & Kaid, 2002). The emergence of television has allowed
candidates to carefully create images to portray or even “sell” to the voters(Newman,
1999). Using television as the vehicle for political advertisements allows a candidate to
use audio and visual imagery to create a commercial with purpose, persuasion, and
meaning (Johnson-Cartee & Copeland, 1997). It also allows a candidate to define or
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redefine his or her image and provide a stimulus for political discussion (Johnston &
Kaid, 2002). In the early 2000s, tlie average

American watched an average of eight hours

of television a day making it one of the most

effective mediums to reach people (Belch &

Belch, 2007).

Since 1952, the role of television in political campaigns has evolved in many
ways. Many of the changes are due to different factors such as the increasing influence
and independence of the press, the increasing costs and complexity of political
communication, the growth of the entrepreneurial politician, and the rising use of
negative tones in political communication(Kamber, 1997). Political advertisements are
not necessarily becoming more negative; they are just growing in number and are more
focused on now than in the past. According to Kamber(1997), one
adverti.sements was negative in 1977; in 1997, at

in every five political

least half of all of the political

advertisements were negative. Campaigns have also become more targeted and direc
the voters. Candidates have become reliant on the polls and on their campai^^n advisor
spinsters” who train them (Newman, 1999).

Another trend that has emerged is the use of anonymous announcers with sinister
voices in political advertisements. From 1952 to 2000, out of 1,213 political
advertisements on television analyzed by Johnston & Kaid (2002),45 percent of the
advertisements that focused on personality or image used an anonymous

announcer as the

nanator. Candidates use anonymous announcers to provide unseen commentary to
promote themselves or to attack their opponents (Johnston & Kaid, 2002). Using vaiious
creative techniques, such as a sinister voiceover, may also have an effect on how political
communication is perceived.
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In addition, because newspaper and other print readerships are declining,
resetirch has shown that short broadcast advertisements have become one of the most
efl'ective strategies to reach people (Kamber, 1997). Since the 1970s, primetime network
ratings and newspaper circulations have declined (Belch & Belch, 2007). Because of tliis
decline, it may be more effective to run short spot advertisements on local or national
stations or on the Internet. The growth of the Internet has also affected television
advertisements. Because people are “surfing” the Internet rather than engaging
themselves in the content, political advertisements on television or the Internet are getting
shorter to meet the short attention span of the viewers(Kamber, 1997).

Visual images are powerful and using television or the Internet to portray these
images has become the dominant means for political communication. However, although
television is appealing visually, other forms of advertising are

trusted more than

advertisements on television (Belch & Belch, 2007). According to Swint(1998),
television is likely to be used for negative political advertisements about issues, but
negative political advertisements about image are more likely to be in direct mail form or
on the Internet since they are a more sensitive topic. The source of most negative political
communication used to be the candidate or their opponent, but with the growth of the
Internet, negative political communication now comes from the citizens as well. Not only
has the Internet allowed citizens to obtain political information in a variety of ways, it has
also allowed people to create their own blogs, web pages, and podcasts, where they can
communicate as much positive or negative publicity for the candidates as they wish. The
evolution of political communication greatly affects how people receive and perceive
political information. Now that citizens have the microphone in their hand, their
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messages must be taken into consideration along with candidates’ messages when
analyzing the effects and influences of political communication.

The Pros of using the Internet as a Vehicle for Political Communication
The Internet has the capability to connect new people to the political system (Hart
& Shaw. 2001). In the 21 century, political participation for many citizens begins at a
computer keyboard (Schesser. 2006). Going online allows a dialogue to form between
policy makers, the media, interest groups, and voters (Davis. 1999). The Internet allows
for interactive communication between voters and candidates through real-time questionand-answer sessions. online polls, and chat rooms(Park & Choi, 2002). It also creates a
vehicle for personal and mass communication in any format including print, audio, and
video (Hart & Shaw, 2001). The Internet provides support for text, photos, audio, and
video, which provides a form of communication that stimulates the senses but allows
readers to engage at a level of their choosing.

The Internet is beneficial for both a citizen and a candidate. It allows for the
education of the public, volunteer recruitment, simple information retrieval and
dissemination, and guidance in decision-making, which can be advantageous for a voter
and a candidate’s campaign strategy (Davis, 1999). The Internet is capable of holding
what seems to be an infinite amount of information - it is often referred to as the
“information superhighway’’(Hart & Shaw, 2001). With so much information available
online, people can obtain valuable and objective content in a timely manner, as well as
information from various viewpoints (Davis et al., 2002). In addition, since the Internet
has the capability of linking information to its source of evidence or support, candidates
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may be more likely to be truthful atid straightforward in their issue discusstons (Hart &
Shaw. 2001). The Internet is a means of enhancing issue discussion, verifying facts, and
opening more lines of communication between the government and the public.
Online websites serve as a tool for candidates to create or maintain their political
identity and convey it to the public. For the candidate, the Internet allows them to have
control over the production of the message and layout of the content on tlieir website
even allowing them to continuously update content (Davis. 1999). The Internet allows
campaign teams to target specific markets and create tailored campaign messages for
certain key publics; personalized messages result in increased interest and involvement
levels by the consumers (Park & Choi, 2002). Candidates are also able to measure
responses and outcomes online better than other mediums, and, with the capability to
update content peipetually, they can alter their strategies more easily (Davis et al., -002)

The Internet provides many strategic opportunities for political campaigns. The
Internet has the potential for email, credit card donations, online polls, chat rooms,
discussion boards, and a search function (Hart & Shaw, 2001). Sending email over the
Internet has also become a popular form of political communication. The use of mass
emails has become the modem version of pamphlets or leaflets and has allowed
campaign teams or ordinary citizens to share their viewpoints with millions instantly with
no delivery costs (Schesser, 2006). Email messages give citizens more ability to gain
knowledge and share opinions with many people simultaneously (Shah et al., 2007). The
emergence of the Internet has opened up many doors for political discussion, and as the
Internet continues to advance, political campaigning and political communication are
becoming more complex and widespread.
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The emergence of online communities gives citizens more access to information
and groups with similar viewpoints, which allows people to coordinate plans of action for
political change or support. According to Shall et al.(2007), the Internet equips people
with the tools to communicate about politics, which allows people to debate, express
opinions, and recruit more people to active involvement in political campaigning in real
time. Because many campaigns create their own credible websites for their candidate,
they have total control over the message with little or no expense at all. The use of the
Internet for political communication cuts postage, delivery, and communication costs
drastically. The Internet allows for specific targeting by direct emails and databases and
creates interaction and a sense of community for the voters or consumers.

According to Park & Choi(2002), young people use the Internet as their mam
source of information and entertainment. If candidates are trying to reach the young
voters, the Internet is the best medium to do so because youth are the most Internetfriendly age groups but also one of the least politically engaged (Davis et al, 2002). One
of the most important roles of the Internet in political communication is its capability to
promote long-term relationships between candidates and voters, even during non-election
times (Park & Choi. 2002). Davis et al.(2002)suggests that campaigns should invest
more resources into their Internet efforts; it is imperative that the campaigns have a longterm perspective and be willing to take short-term losses.

The Cons of using the Internet as a Vehicle for Political Communication
The Internet is continuously advancing and growing with an abundance of
information that many people often have to filter through. In fact, quite often content is
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. Sometimes the information is merely old
simply ‘shoveled' or copied to the Internet
content in a new setting (Hart & Shaw, 2001). Although the Internet provides a forum for
expression, discussion, and coordination of political action, there are also negative
aspects of going online w ith political campaigns. Since anyone can create or alter text
is hard to know what is credible and what is not. The
and video images online, it is
credibility of a source has a great effect on a viewer's perception of a candidate - there is
a plethora of infonnation online that comes from an unreliable or an unidentifiable source
that can affect how a voter perceives a candidate (Davis, 1999). However, the
effectiveness of negative political communication

is often affected by source credibility.

ise and tmstworthiness of the source(Yoon et al..
which is usually measured by the expertise
2005). Therefore, if the source is unidentifiable, tlien the viewer may not trust it or
believe it. However, there is a chance that Internet users could believe the informati
that comes from a source with low credibility. This issue is a challenge that campaigns
must overcome.

The Internet allows for mass communication, personal communication, and twoway communication; however, the candidate's campaign teams often lack control over
the distribution methods of some of these communications (Davis, 1999). The messages
that spread on the Internet, often refeiTed to as viral messages, can be positive or
negative. When a negative message spreads like wildfire on the Internet, a candidate s
campaign team must use good public relations strategies to react or address the issue.
Not only do the campaign teams lack control over the distribution of messages, they also
lack control over what citizens choose to view on the Internet. With the option of
customized portals, search engines, and news alerts online, people s selective exposure
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limits their likelihood of viewing a variety of sources. Among Internet users that go
online for daily news,44-percent have a customized news homepage(Pew Research,
2008). The customization of the Internet gives the user more

control(Davis, 1999), which

can hurt the candidate's campaign strategy as well as the user’s ability to be objective.
The abundance of information available on the Internet, the credibility of sources,
and the customization of web pages are all barriers that must be taken into consideration
when trying to create an effective political campaign online. The Internet gives
campaigns the opportunity to overcome geographic barriers and connect many people.
but for it to be a successful medium for political campaigns, it must continue to improve
to meet the standards of in-person, real-time interactions and credibility (Schesser, -00 )
In addition, it is important for campaigns to use the Internet as a

two-way communication

tool, not as a one-way broadcast medium (Davis, et al., 2002). As political campaigns
the challenges that
expand to the Internet, it is important for campaign teams to overcome
the Internet presents.

The Age of Internet Democracy
The future of American politics, referred to as “the age of Internet democracy”
vehicle for
with the citizens being “netizens,” revolves around the Internet serving as a
political involvement of the average person (Davis, 1999). The Internet may return the
power to the people (Hart & Shaw, 2001), create a stronger

sense of community, and

stimulate more voter involvement in the American democracy. According to Davis et al.
(2002), “connectivity is the genesis of community and community is the foundation of
civic engagement.” Political campaigns have evolved to the Internet wheie they can
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initiate more interaction and engagement from the citizens. Young people have a strong
presence on the Internet, and political candidates have realized that they need as
online presence to reach their potential supporters,

as the Barack Obama campaign

realized in 2008. Political candidates must understand the trends of online political
campaigns and the media habits of young people so they

can learn how to interact and
need to master the art of

establish relationships with them online. The campaign teams
making the citizen feel in control of and engaged in the political process.
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Chapter 4
Young Voters, Social Networking,and Political Campaigns Online
At the besiinnina of 2007, about 90 percent of Americans were using a broadband
Internet connection (Graff, 2007). The number of people with access to the Internet was
liigher in 2008 tlian during any other presidential election. In 2007, Graff said that the
2008 presidential campaign would be the first defined by technology. He added that the
four main tools that will give power to the voters would be online video, blogs, cell
phones, and social networks (Graff, 2007). The 2008 presidential campaign revolved
around technology. The race for the White House was on the Internet just as much as it
was on television and in real time. In fact, the Democratic presidential candidate Barack
Obama used email and a three-minute video on his website to announce his candidacy
(Graff, 2007). Graff(2007)claimed that, in reference to the 2008 presidential campaign,
the candidate who succeeds online will be the candidate that succeeds in real time. The
2008 presidential campaign employed great use of the Internet wtth fundraising, tracking
audience perceptions with polls, and providing information that assists in the voter’s
decision-making process. However, the Internet may give more room for negativity.
According to Kronholz(2008), the 2008 presidential campaign may be the most
negative since the beginning of political advertisements on television in 1952. In a
Newsweek online poll of 1,035 registered voters across America,70 percent said that the
McCain-Palin advertisements were too negative while 41 percent said that Obama-Biden
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advertiscmcnts were loo negative (Begley & Interlandi. 2008). A higher proportion of
McCain'.s advertisements were negative compared to Obama (Kronholz. 2008). Some of
the necative attacks in 2008 included McCain comparing Obama to Antoin Re
Chicago real estate developer convicted of fraud, and Obama comparin^^ McCa’
incumbent president George W. Bush (Carr & Stelter, 2008). Rutenberg (2008) also
's healthcare plans emphasizing that if you
pointed out how Obama criticized McCain s
in

support McCain, he “could leave you hanging by a thread

Negativity was prominent i

the 2008 presidential campaign both online and on television; however, it seems that
Americans have become accustomed to negativity in political campaigns.
such as YouTube or
allows for the negativity of the campaigns to be repeated on sites
discussed on blogs. It is difficult to measure if the 2008 presidential campaign is more
negative than campaigns in tlie past or

whether the Internet allows for more negativity.

however, the Internet definitely allows space for more

discussion and understanding of

how voters feel about negative political communication.

Understanding Young Voters: Who are they?
olds who are commonly
Young voters are usually categorized as 18-to-24-yearlabeled as Generation Y, Generation Next, or the Millennials. Millennials, who are
defined as people born between 1982 and 2003(Winograd & Hais, 2008), are the cohort
of young people who grew up with computers, cell phones, and the Internet(Pew
Research, 2007). Generation Next, which is a more defined group within the Millennials,
are specifically young people ages 18 to 24. Generation Nexters are often referred to as
the “DotNet” or “DotCom” Generation because they grew up with the Internet and are
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quick lo adapt to new technologies(Pew Research, 2007). According to the Pew
Research Center for the People & the Press (2007), Generation Nexters are
Me” izeneration that use social networks to make personal profiles complete with
extension of their
pictures, interests, and hobbies. This generation uses the Internet as an
personality to show the world who they are, what they

like, and what they care about

(Goodman, 2007). Text messaging, instant messaging, and email are the primary
is, 2008). According to the
communication vehicles for this age cohort (Winogiad & Hais
Pew Research Center for the People & the Press (2007), 51-percent of Generation
<^0/1
Youn®" people embrace peerNexters received or sent a text message m the past 24 hours. i
»F
with family and friends and
to-peer(P2P)communication technologies to stay connected
to build and maintain relationships. P2P communication began with Napster, which
allowed users to share music with friends. It then extended to
MySpace and Facebook, which allowed users to stay

the social network sites like

in touch while sharing opinions and

ideas, and then it expanded to YouTube in 2005, which extended conversation through
video. YouTube is one of the five most visited websites on

the Internet(Winograd &

Hais, 2008). Young voters, ages 18 to 24, have embraced the

Internet especially social

networks, which are a great vehicle for political candidates to reach young people.
18 to 24 have a
According to Lenhart(2009), 75 percent of online adults ages
the social network
profile on a social network. Among those online adults, 38 percent use
site at least one time a day(Pew Research, 2007; Lenhart, 2009). Fifty-percent of s
network users have a profile on MySpace, 22 percent have a profile on

Facebook, and 6

percent have a profile on the professional social network LinkedIn (Lenhart, 2009).
Young users connect to these social networks from various technologies such as
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quick lo adapt to new icclinologics (Pew Research. 2007). According to the Pew
Research Center for tlie People &. the Press (2007), Generation Nexters aie the Look at
Me" generation that use social networks to make personal proHles complete w ith
pictures, interests, and hobbies. This generation uses the Internet as an

extension of their

personality lo show the world who tliey are. what they like, and what they caie about
(Goodman, 2007). Text messaging, instant messaging, and email are the primary
communication vehicles for this age cohort (Winograd & Hais. 2008). According to the
Pevv Research Center for the People & the Press (2007), 51-percent at Generation
24 hours. Young people embrace peer
Nexters received or sent a text message in the past to-peer (P2P) communication technologies to stay connected with family and friends and
to build and maintain relationships. P2P communication began with Napster,
allowed users to share music with friends. It then extended to
MySpace and Facebook. which allowed users to stay
ideas, and then it expanded to YouTube

the social network sites like

in touch while sharing opinions

and

in 2005, which extended conversation through

video. YouTube is one of the five most visited websites on

the Internet (Winograd &

24. have embraced the Internet especially social
Hais. 2008). Young voters, ages 18 to 2
networks, which are a great vehicle for political candidates to reach young people.
18 to 24 have a
According lo Lenhart (2009). 75 percent of online adults ages
the social network
profile on a social network. Among those online adults, 38 percent use
site at least one time a day (Pew Research, 2007; Lenliart, 2009). Filty-percent of so
Facebook, and 6
network users have a profile on MySpace, 22 percent have a piofile on
percent have a profile on the professional social network Linkedin (Lenhait, 2009).
Young users connect to these social networks from various technologies such as
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computers and cell phones. Many young people have the desire to stay connected, and
cell phones allow them to do that. T-mobile records show that 85 percent of the webpage
views on the youth-oriented Sidekick phone went to MySpace (Baig, 2007). Young
people also stay connected through instant messenger, which is now a feature on
Faccbook and MySpace, as well as tlirough Voice over

Internet Protocol(VoIP)

applications such as Skype, which allow people to talk to anyone computer to comp
it is with older adults,
free. Although blogging is not that popular among young adults as
blogger.com is a popular blogging site that allows anyone to

publish their thoughts for

free (Goodman, 2007).

Online Media Habits of Young People
Popular social networks also became a

vehicle for political communication during

the 2008 presidential campaign. Social network sites were

used for political information

searches, declarations of political beliefs, and organization of political actio (
her own campaign office
2009). Social network sites allowed each user to become his or

,bulletin
that could distribute their own beliefs and opinions unfiltered via notes, groups
boards, and status messages (Winograd & Hals, 2008). It is important for political
candidates to use social networking as a vehicle to communicate with young voters,
Young voters who are social network users are more

influential than the average citizen

because they actively share their ideas with others(Winograd & Hais, 2008). During the
2008 presidential campaign, 29 percent of social network users

learned their friend’s

political interests or affiliations, 22 percent received campaign or candidate information.
and 9 percent created or joined a political group online (Lenhart, 2009). However, many
43

of the young people that are active online are not active in real time. In 2006, only 49
percent id'Generation Nexters were registered to vote(Pew Research, 2007).

Althouizh soci;al networks are very popular among young people, they have not
hecoine a major source of new s - only 10 percent of people with a profile on a social
network say they regularly get news from that site (Pew Research. 2008). Young people
at a time and
want to receive news in a u ay that is conv cnient to them, which means
place of their choosing. They like 24-hour new'S channels, participatory blogs, and
websites that allow them to access news when Uiey want to (Lenliart, 2009). Young
people want interaction. Young voters are twice as likely as other age groups to get news
from the Internet rather than a traditional newspaper(Winograd & Hats, 2008).
According to the Pew Research Center for the People & the Press (2008),84 percent of
18-to-24-year-olds online came across news

online when they were on the Internet for

another reason.

Additionally, on a typical day, the percentage

of adults under the age of 24 that

get no news has increased from 25 percent in 1998 to 34 percent in 2008(Pew Research.
2008). Although many young people are actively using

the Internet to communicate, they

may not be actively using the Internet to view news. Vahlberg(2008)suggests that to
reach young voters, news sites need to provide news that is short, simple, and prioritized
i'or the reader. The layout of news sites should be clear and direct the readere’ eyes from
one story to another(Vahlberg, 2008). Vahlberg observed and listened to 89 young
people between the ages of 17 and 22 about how they engaged in election news during
the 2008 presidential campaign. Vahlberg(2008)found that the young people trusted
news from well-known news organizations rather than from other sources, valued
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journalist's expciiise rather than young people or unknown bloggers, endeavored to find
truth and facts not spin, avoided news video tliat was too time-consuming, and did
take sites with li\ ely graphics seriously. Vahlberg (2008) added that yoimg people enjoy
humor, user-generated content. and social networks but they do not apply those
characteristics to news, w hich they think should be more serious. It is important for
candidates to find a wav to reach these passive, young voters

rather than leaving the

information seeking up to them.

Online Campaign Trends and Opportunities
Political campaigns have entered a Web 2.0 world, and they must be able to adapt
to the new online environment to establish relationships with voters. Web 2
range of applications that have been developed for the Internet

and that take advantage of

high-speed connectivity to deliver interactive, multimedia, and communica
capabilities(Goodman, 2007). Technological advances have reshaped the way
interact with political candidates. In the 2008 campaign, many of the candidates

P

official websites to initiate “netroots” campaigns - an online campaign similar to a
grassroots campaign that is created to recmit volunteers and solicit donations
candidates did not move past this stage because they hesitated to

b

y

venture into P2P

technologies (Winograd & Hais, 2008).
Facebook hit 120 million active users in October of 2008 up from 100 million in
August of 2008(Learmonth, 2008). It is now imperative that candidates have profiles on
social networks, answer questions on YouTube, and upload speeches onto iTunes (Graff,
2007). For example, during the primaries, the Democratic candidates gathered at the
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Citadel Military Academy in South Carolina for the first Democratic National Committee
debate. Questions for the debate were gathered from YouTube submissions. More than
1.500 video questions were submitted; 31 questions were
(Graff. 2007). The YouTube debate allowed voters to

chosen and presented on CNN

interact and feel involved,

However, YouTube can also be used for voters and candidates to express their negative
feelings towards a candidate. A new attack tactic is for opponents or non-supporters to
load video of the opponent's mistakes or mishaps onto

YouTube in hopes of creating a

negative viral message (Winograd & Hais, 2008).

Facebook and MySpace are just as important to an
Facebook and MySpace allow users to create groups

online political campaign,

and invite people to the groups,

These social networks also have a newsfeed application designed to
IS going on with their friends and people in their network

or

friends of friends.

Facebook and MySpace users can also create notes. Users can tag
their notes or pictures so that the tagged people

inform users of what

certain people in

are notified. According to Winograd &

Hais (2008), in an ordinary month, MySpace users post

almost 10 million blogs, 188

million bulletin boards, and 327.000 event notices. The possibilities of reaching.
communicating, and recruiting supporters

on social networks are infinite; they just have

to be understood and taken advantage of by campaigns.

Advertising is traditionally defined as

paid promotional tool; however, many

forms of advertising on the Internet are unpaid including user or consumer-generated
media(CGM),social networking communication, and viral marketing (Tuten, 2008).
Winograd & Hais(2008)say the four M’s of political campaigns are money, media,
message, and messenger, but the latter three components are most important because in
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the future the \ ictory goes to the candidate with the best

online tactics and strategies. The

. The candidates’ messages should be
primary media to use for a campaign is the Internet
to be the candidates
two-way communication, and the messenger should be or appear
themselves. Candidates have to invite and initiate voter participation and encourage
consumers to engage in their ideas and messages. Social media marketing, such as
generated blogs. RSS feeds, social
advertising on social networks, virtual worlds, user-g
aenerated content, can extend exposure
news sites, podcasts, online games, and consumer &
time for a candidate's message because it allows for repeat exposures and longer
,2008). In addition, with the
interaction times than the 30-second television spot (Tuten
, which allow for commercial skipping,
popularity of digital video recorders(DVRs)
many advertisers are moving away from broadcast commercials and are moving towards
click-through advertisements on websites such as

Google and Yahoo(Winograd & Hais,

in control to have a
2008). Candidates need to master the art of putting the voter m
successful online campaign (Winograd & Hais, 2008).
because they allow for
Online promotional tools are also very important
. Consumer behavior can be
measurement and evaluation of online strategies and tactics
measured online by examining the length of time a user visits a site, whe
mouse moves on the screen, when and how many times a user plays a streaming video.
ite, and what and when they purchase (Tuten, 2008).
how many times the user visits a site
be better measured and
With these capabilities, the effect of an online advertisement can
to
refined to meet online campaign goals. Technological advancements will continue
develop and measurement capabilities and communication vehicles will continue to
change and improve. Anderson & Rainie (2008)expect the mobile device to be the
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primary Inlcmci connection tool by 2020. They

also believe that voice recognition and
& Rainie, 2008).

touch user-interfaces on the Internet will be more prevalent(Anderson
. Winograd & Hais(2008)anticipate
The landscape for online campaigns is ever changing
that social networking sites will be the primary battleground for online campaigns in the
future.
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Chapter 5
Exploring Young Peoples’ Perceptions of Political Sources
Young people are active Internet users

_

that utilize the vast online sphere to

communicate with friends and family, to build and maintain relationships, and to express
ive Internet users are key
themselves by sharing their interests and opinions. Yoimg active
generations of people. These young
intluencers and opinion leaders among tlie younger o
people have a strong presence on social networks

where they post their status and share

ina social networks. It is imperative that
their opinions with people in their ever growing
campaign teams stimulate and engage with young influential voters who can mobilize
support among others in their age cohort. To connect and establish a

relationship with the

younger generations, campaign teams have to analyze and comprehend how young
. With a strong knowledge of how potential
people perceive various political sources
young voters are influenced and affected by various sources of political information.
ic communication tactics that will engage young
campaign teams can develop strategic
people and stimulate them to take action.

With the increasing usage and political participation rates online during the
presidential campaign,the Internet has evolved into one of the main sources of political
information for many people, especially young people. To understand how these young
people perceive the political information they are exposed to, one must examine what
sources are and are not perceived as credible to young people. To examine how online
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political information and advertisements are perceived, the following research question
was proposed:
source of
How are the levels ofcredibility and negativity ofthe Internet as
political infonmition perceived in conipcit ison to

traditional media sources such

as television and newspapers.^
hold a focus group interview
The first step taken to address this research question was to

of
to gauge voters' usage rates of new media versus

traditional media, their perceptions

, and their likability of those
the credibility and negativity of various media sources
sources.

Focus Group Interview of Young Voters on

Media Usage: Study 1

A focus group interview was utilized to examine people’s perception of the
of nine college students at
Internet as a source of political information. One focus group
the University of Mississippi was interviewed on November 20, 2008. All participants
were undergraduate students enrolled in at least one political science class during the
2008 fall semester. Four of the participants were

females and five were males. One of the

participants was Asian, one was African American, and the remainder were Caucasian.
The participants’ majors included political science, international studies, marketing
communications, economics, biology, and business administration. The political
orientation of the participants included three Democrats,four Republicans, and two
Independents. However, these political preferences do not imply that each participant
fully agrees with every issue or position that their preferred political party takes.
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ilh a short introduction of current research and
The focus group intcn iew began w
to look over and write answers to the
findings by the moderator, time for the participants
questions, and time for the participants

to fill out demographic information sheets. The

actual interview process consisted of the moderator asking each predetermined question
one-by-one and leaving the tloor open

for discussion after each. The following questions

were asked during the focus group:
1. What is/was your main source of political information during this year’s presidential
vnu like about the source(s) you get your political
What characteristics do yot^ J information do you get from the source(s)?
3.
Do you blog or read blogs? If so what blogs^ you post to or read,
4.
5.
6.
information presented on television versus
7. ^diere a '‘elat.onsh.p be ween p
What IS your
about the presidential candidates?
on theme
Li
8. formation
Wliat IS yourPresented
opinion ahoui

presidential

9. DoT;t;.ve
,h....me. »;ntoes
10. How much time do you spend on '1>'
dTJon StboTtElSrof

^.
ndvenisements pmsen.ed during die

2008 presidential campaign?

Focus Group Results
asked about their main source
In the beginning of the interview, participants were
of political information during the 2008 presidential election. The consensus among the
whole group was that the Internet was their main source of political information during
the campaign season. Other sources that the participants referred to during the
presidential campaign included television, newspapers, and vaiious interperson
communications, such as conversations with family and friends and class discussions.
Some of the websites that the participants used as their main sources of political
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information included the candidate's official websites, nytimes.com, pollste
2002le.com. The
politico.com, CNN.com, Fo.xnews.com.realclearpolitics.com. and news.g
television networks that the participants watched

included CNN.Fox, and CBS. Other
included the New York

media sources that the participants used for political information
Times. The Economist, and Time magazine. The participants

pend an average of four

hours online and less than one hour watching television each day.

The participants expressed likability

factors of Internet sources such as

itv of unbiased and objective information,
interactivity, special features, visuals, accessibility
.availability of full transcripts and
accessibility to various opinions and points of view
check facts with multiple
government documents, polls and statistics, and the ability to
sources. Likability factors of television sources included familiar television personalities,
point of view. The
entertainment, effortless participation, and reinforcement of one s ow
from television to be
participants expect the information that they receive online or
factual, truthful, and non-partisan. However, they said that their perception of credibil y
depended on whether the source was an official news network or a trustworthy and
recognizable organization or not.
Although the Internet was the main source of political information for all of the
focus group participants, many of the participants did not keep up with blogs or write a
blog regularly. A few of the participants are loyal readers of sports blogs or have k p
blogs as an online diary for travels or events, but none of the participants regularly
referred to political or general blogs as a source of political information. According to th
focus group participants, blogs that are

associated with official news organizations, that

are written by a reporter or an author, or that have links to sources that support their
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not as a
information arc viewed as c.-redible sources, but only as a source for opinions
source for news. Political blogs that the participants

were familiar with include

townhall.com/blog, hiiffingtonpost.com/tlieblog, and dailykos.com.
in the 2008 presidential
The Internet and television were used in correlation in
campaign to convey consistent information. Often the Internet was

used as a source to

television. The
verify or perform further research on the information presented on
participants of the focus group perceived the Internet as a

cheaper and easier way to

ive nature and provides a
communicate political messages. Television has a more intnisive
shorter message often resulting in the omission of important information
group consensus was that any form of print media, including the Internet,
credible than broadcast media. However, they also pointed out that anyth’ ^
loaded on to the Internet by anyone. The credibility of an

online source depends on who

wrote the information, where the information came from,and if the information h
verifiable sources. The Internet also supports viral campaigns including negative and
view
false email messages, articles, and videos. Although the focus group participants
print media as more credible, they pointed out

that the content on television is more

regulated and in less abundance than on the Internet. Only established and prestigious
Internet sources were viewed as credible, and to get to those sources, the focus group
members reported that people have to know how to

filter through and ignore the absurd

information.

The focus group participants agreed that more people had access to the Internet
during the 2008 presidential campaign than during any other presidential campaign. The
technology available on the Internet allows the campaigns to target specific audiences.
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which can sometimes skew ihe total tmth that political advertisements and articles should
cH)mmunicaie. Obama's use ot‘the Internet, including social networks such as YouTube,
Facebook, and My Space, helped him raise a record-breaking amount of money and
support. /Mthouiih the Internet played a large role in this election, there are also
,reinforcement of trivial
disadvantages to the Internet including unfiltered information
matters, and malicious blogs and viral messages that may not be tme. In addition, many
h the fabricated information and have never been
people do not know how to filter throug
taught how to do so.

Some of the foei.s group partieipants thought that the 2008 presidential campaign
was more negative than other campaigns in the past, while others thought that it was not.
. that most of the 2008 presidential political
The participants did agree, however
advertisements were negative, exaggerated,

and ridiculous. The participants desenbed the

.Some of the comments that
advertisements as petty but also entertaining and humorous
the participants made about negative political advertising include:

“Negative political advertisements are
votes.”

waste of time and a bad way to get

I hate negative advertisements I rather hear why the candidate is great.
“1 hate negative campaigning. Honestly, I am less likely
I repeatedly see advertisements where they are attacking the other candidate.
“I wish there was a way to effectively reduce negative political advertisements
because they take away from the real issues.
both sides, full of semi“I think that this was an over-sensitive campaign on
legitimate points that were blown out of proportion.
The most outrageous threats were communicated in this year’s political
advertisements, but the Internet provided enough information for people to
discover the truth on most issues if they sought it out.
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Young Voter's Recall and Media Usage: Study 2
The next step in exploring the aforementioned research question was to deve p
short survey to examine the negativity and credibility of sources during the -008
presidential campaign. Questions were asked to investigate the negativity of politic
,the credibility of new
advertisements, the main sources of political information for voters
media such as political blogs, general blogs. and political advertisements on the Internet,
and the credibility of political advertisements on the Internet versus television.

Study Population
A convenience sample of one hundred students in an

Advertising and Promotion

i were
class in the School of Business Administration at the University of Mississippi
iving two bonus points for completing the survey, which was disseminated on
were between the
through Surveymonkey.com. Of the survey participants, 95.8 percent
ages of 18 and 24, all of legal voting age. Females made up 67.4 percent of participants.
Caucasian. The
while 32.6 percent were males. The majority of the participants were
political orientation of the survey participants were mostly Republican. The majority of
the participants were either juniors or seniors enrolled at the University of Missis pp
majoring in Marketing, Marketing Communications, English, Accounting, Manage
were asked how
Family and Consumer Sciences, Art, or Real Estate. The participants
much time they spend online per day - 77.7 percent of participants spend 1 to 3 hours
online each day. Table 4-1 includes all of the demographic information obtained in the
survey.
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Makeup of Survey
Tills prototype survey attempts to examine the recall, negativity, and credibility
levels of advertisements iand political information during the 2008 presidential campaign
season The actual wording of the sur\ey is included in Appendix A. The participants
including
were allotted twenty-four hours to take the survey, which was ten questions
demographic information. The following questions were

asked in the sample survey:

-

Da van remember seeing a nei>ative palitical advertisement about Bara
or Jalm MeCain durin!> the presidential campaign season on any mednn ■ ^
television, new.spaper.s. online newspapers, magazines, online magazines,
banners, YouTube, Facebook, etc.)

■

Do you think that presidential political advertisements
this election than in previous elections?

■

What was your main source ofpolitical information during the 2008 presidential
campaign season?

■

Did you refer to, read, or write any political blogs during the presidential
campaign?
networks?
Haw da you view palitical blogs associated with official news

>

are more or less negative

-

Haw do you view general blogs not associated with a particular news
organization ?

■

Have you ever viewed a political advertisement online?

●

on television, rate
Compared to negative political advertisements you have seen
the credibility ofpolitical advertisements you have seen online.
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Table 4-1: Demographic Information of Population for Sample Survey
Demographic Information

Age
Response
Count

40+

Under 18

18-24

25-32

33-40

0.0% (0)

95.8% (91)

3.2%(3)

0.0%(0)

95

Gender
Response
Count

Female

Male

67.4% (64)

32.6% (31)

95

Political Affiliation
Response
Count

Democrat

Republican

Independent

Other

9.5% (9)

76.8% (73)

10.5%(10)

3.2%(3)

95

Classification

Freshmen

Sophomore

Junior

0.0%(0)

0.0%(0)

14.7%
(14)

Senior

Grad
Student

Other

Response
Count

84.2%
(80)

0.0%(0)

1.1%
(1)

95

Ethnicity
Native
American

0.0%(0)

Asian

African
American

Hispanic
or Latino

Native
Hawaiian or
other Pacific

Caucasian

0.0%
(0)

2.1%(2)

0.0%(0)

1.1%(1)

96.8%
(92)

Response
Count

95

Time Spent Online Per Day
Less than
one hour

1-2
hours

2-3
hours

4-5
hours

6-7
hours

7-8
hours

8 hours
or more

Response
Count

6.4%(6)

38.3%
(36)

39.4%
(37)

10.6%
(10)

3.2%
(3)

1.1%
(1)

1.1%(1)

94
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Sample Survey Results
Many critics ha\ e found that negative political advertisements are

disliked but are

. In this sample
easily remembered or recalled because of their novelty and uniqueness
survey. 9^) percent of the participants remembered seeing some

form of a negative

political ad\ ertisement during the 2008 presidential campaign. The majority of
ion were more negative
participants think political advertisements during the 2008 campaign
than in past presidential elections. On a negativity scale with one being

less negative and

five being more negative, 89 percent of the survey participants rated political
advertisements from the 2008 presidential campaign as three or higher. The mean score
on the negativity scale was 3.68.
The participants’ main sources for political information during the 2008
presidential campaign were television news(95.9 percent. N = 94). newspapers (74.5
, N = 52). If the frequencies
percent, N = 73). and websites on the Internet(53.1 percent
of online newspapers, magazines, blogs, and websites are combined into one ca g y
source for their
then 79.6 percent(N = 78)of the participants used the Internet as
, television and the Internet are the mos
political infoiTnation. According to this survey
used sources for political infomiation. Table 4-2 includes more

information about the

participants’ main sources of political information.
, an
With the increasing Internet usage rate and the growth of the blogosphere
online space for opinions and expressions, this survey attempts to examine p
and usage levels of blogs associated with official news

sources and general blogs. More

than 90 percent of the survey participants spend more than one
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P

hour online each day, but

Tabic 4-2: Sources for Political Information
WTial V.US your main source of poHlical informalioo during the 2008 presidential campaign season? Please rank top three
and list the specific name of the source beside the number.

Newsnaners
Online Newsnaners
Maea/ines
Online Vlaea/ines
Political Blocs asstx:ialeil with i^lTieial ne\v?i orcani/alions
Other General Blocs

Response

Response

Pprrpnt

Count

74.5%

73

15.-3%

15

26.5%

26

1.0%

1

8.2%

8

2.0%

2

95.9%

94

22.4%

22

.5.3.1%

52

1.3..3%

13

Answered question

98

Skipped question

2

Television News
Television ailverlisenienls
Internet Websites
Other

do these people, who are mostly college-aged students, look at blogs or write on blogs?
More than 90 percent of the participants

have never read, referred to, or written on a blog.

A scale was used to measure the credibility of various sources in this survey. The
scale utilized five semantic differentials including sincerity, honesty, dependability,
trustworthiness, and credibility to measure the overall credibility of blogs and online
advertisements. Each item could be rated on a scale from one to five, with one being the
worst and five being the best. These items were adapted from credibility scales developed
by Bobinski, Cox, and Cox (1996)and Lichtenstein and Bearden (1989).
Survey participants were asked to rate the credibility of blogs associated with
news organizations such as Fox, CNN,and ABC versus general blogs not associated with
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a particular news organization. In general, the participants rated blogs associated with
news organizations as more credible than general blogs. However, neither type of blog
was rated as highly credible with all of the means being below four on

the scale. The

biggest difference in the mean scores between blogs associated with news organizations
versus blogs not associated with news organizations was the sincerity dimension. The
mean of the sincerity dimension for blogs associated with news organizations was 3.21
while the mean of the sincerity dimension for general blogs was
dimension of both types of blogs was tlie credibility

2.464. The lowest rated

dimension of general blogs. More

than 90 percent of survey participants rated general blogs as a three or less on the
credibility dimension of the scale. Table 4-3 includes the weighted means of e
and for
dimension of the credibility scale for blogs associated with news organizations
not be viewed as a
general blogs. Blogs are completely opinion based and therefore may
credible source of information. Overall, the majority of participants

in the survey do not

read, write, or refer to blogs and this may be because they perceive the credib*

y

blogs to be low.
Although blogs are not a main source of political information for college-aged
voters, other Internet portals are used for various reasons such as checking email, social
networking, and entertainment. Because people are on

the Internet more frequently than
the Internet rather

in the past, they may be more likely to see political advertisements on
than on television. According to the results of the earlier section of this survey, television
and the Internet are the most popular sources for political information. This survey
attempts to examine the credibility of political advertisements
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on the Internet compared

Tabic 4-3: Credibility of Blogs
Weighted Averages of each dimension of the credibility scale

Blogs Associated with News Organizations

General Blogs

Insincere(1) Sincere(5)

3.217

2.464

Dishonest (1) Honest(5)

3.097

2.572

Not Dependable(1) Dependable(5)

2.756

2.337

Not Trustworthy (I)Trustworthy (5)

2.73

2.205

2.771

2.032

Not Dependable(1) Dependable(5)

to political advertisements viewed on television. About 58 percent of the survey
participants have viewed a political advertisement online, a much larger percentage than
participants who have read, written, or referred to a blog. The same credibility scale using
the five dimensions as before was used to measure how credible online political
advertisements are compared to negative political advertisements on television. Table 4 4
lists the results of each dimension as well as the mean score for each dimension. From the
table, we can see that all of the mean scores are below three meaning that, in general,
online political advertisements are viewed as less credible than political advertisements
on television. The fact that there is no governing body on the Internet protecting
consumers from deception may be a main reason that credibility of online advertisements
is lower.
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Table 4-4: Credibility ot Online Political Advertisements
Oimpared to neRative political advertisements I have seen on television, poUtical advertisements I
have seen online are:
Mean of
Dimension

Insincere(1)Sincere(5)
Response
Count

1

■y

3

4

5

10.4% (S)

32.5^f (25)

41.6% (32)

10.4% (8)

5.2% (4)

77

2.782

Dishonest (1) Honest (5)
Response
Count

1

*>

3

4

5

14.5%- (1 1)

21.1% (16)

47.4% (36)

14.5% (II)

2.6% (2)

3

4

5

38.2% (29)

14.5%(I1)

1.3%(1)

76

2.699

Not Depcndahle (1) Dependable (5)
I

14.5%(11)

31.6% (24)

Response
Count
76

2.568

Not Trustworthy (1) Trustworthy (5)

online
advertise nients

Response
Count

1

2

3

4

5

22.4% (17)

23.7% (18)

39.5% (30)

13.2% (10)

1.3% (I)

1

2

3

4

5

22.4% (17)

21.1% (16)

39.5% (30)

13.2% (10)

3.9% (3)

76

2.476

Not Credible (1) Credible (5)

online
advertisements

Response
Count
76

2.554

answered Question

77

skipped Question

23

Overall, from the results of this sample survey, we can see that a large percentage
of the respondents remember seeing negative political advertisements, and many of the
respondents believe that political advertisements have become slightly more negative
than in the past. Television and the Internet are the most used sources for political
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information. Table 4-5 lists the popular television networks and websites from which the
participants gained political information. AltJiough tlie Internet is used often, almost none
of the survey participants look at blogs. According to the survey, blogs are perceived

as

having a low credibility level, and online advertisements are perceived as being less
credible than television advertisements.

Table 4-5: Popular Political Sources
Popular Television and Website Sources for Political Information
Television Networks

Websites

Fox News

Nytimes.com

CNN

Cnn.com

ABC

Foxnews.com

MSNBC

Msnbc.com

NBC

Obama.com

The potential of Internet is infinite. As technology continues to expand, more
people are gaining more access to more information. However, the information available
online is too abundant, very opinionated in many cases, and has no developed verification
process for evaluating the credibility of the information. With the development of the
Federal Trade Commission and the Federal Communications Commission, television has
a governing body that controls what can go on television. Even though these governing
bodies have no jurisdiction over political advertisements, people still may perceive
advertisements on television as more credible than on the Internet because they know that
there are at least organizations set up for the sole purpose of protecting the consumer.
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Although the Internet may not be a good vehicle tor political advertisements, it is still
gaining more users and becoming more popular, especially as more people gain access.
This survey has revealed that the Internet is a widely used source for political
information, but if blogs are not popular and online advertisements are not perceived as
credible, then what Internet sites are politically influencing people the most and why?

Errors and Limitations
The prototype survey was created tlirough a free trial on surveymonkey.com. The
free trial only allows the user to create surveys with ten questions or less and only allows
100 respondents to answer the survey questions. The free trial gives the user a basic
account. which does not allow results to be filtered or downloaded making it difficult or
impossible to perform advanced statistical analysis on

the data. The ten-question limit

made it difficult to ask all of the questions that were needed to answer the research
ix format was used for many
question. To get all of the information into the survey, a matrix
questions so that scales could be included. Without being able to filter or downloa
data, the information gathered from some of the questions

with a matrix format were too

complex and cluttered to analyze without advanced statistical analysis software. In
addition, because the basic trial did not allow for the application of rules on the si

y»

respondents were able to skip questions without answering them. Therefore, all of the
was
questions were not answered by the same number of people. Because the survey
given as an extra credit assignment, many participants may have rushed through the
were
survey choosing answers quickly without paying attention to what the questions
actually asking. In addition, the survey was distributed to only a limited sample of college
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surIcius at one university in the South. The next siir\ey used in this study will be created
with more ad\ aneed survey software and will be distributed to a larger variety of people.

Further Re.search and .Vnalysis
To further explore the media habits, communication patterns, and perceptions of
various political sources of young people, a second survey was distributed to a larger
sample population in March of 2009. The final survey was a fiuther investigation of the
Internet patterns of college-aged voters. The survey attempted to measure the
attractiveness and likability factors of social networks that politically influenced collegeaged voters use. Media habits of young people were analyzed by measuring how many
days a week during the six months prior to the 2008 presidential election various news
sources were used; television and the Internet were the main sources of interest in the
final survey. The survey attempted to analyze how young people commimicated about
politics, how they interacted with politics, and how they became engaged in politics in
real time during the 2008 presidential campaign. The survey also attempted to determine
how young people perceived and were affected by negative political advertisements. The
goal of the survey was to understand the political process that young people may
experience with the Internet being the main source of information, the main
communication vehicle, and the stimulant for political action.

Further literary review was perfoimed to better understand the trends of collegeaged students and voters online, trends in social networking, and the trends of
campaigning online. In addition, other published surveys that attempt to make similar
measurements were analyzed in order to create a more effective and extensive survey to
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iiaugc young people's perceptions, altitudes, and beliefs about effective sources of
political inl\)rmaiion. This research attempted to inform marketers of the importance of
the Internet in communicating with young people. It examined the best vehicles to reach
young people and the most effective strategies to do so. As political campaigning evolves
from traditional media such as newspapers and television to new media such as the
Internet, and as Internet usage rates continue to rise, political campaigns need to find the
most effective ways to reach people online. The tmal survey for this study analyzed what
college-aged voters are doing online and which online vehicles ate viewed as credible
and the most effective in reaching, communicating, and influencing them.
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Chapter 6
The Internet as a Forum for Political Discussion: A Conceptual Model
As technology continues to advance and the number of people with access to the
Internet continues to grow, it is imperative that commercial and political marketers
understand the best way to reach the people who have the most influence on others.
Although integrated marketing eommunications tactics are necessary to reach markets
from all angles, it is vital that the Internet is used as a key media vehicle, especially in
political campaigns. As wireless capabilities continue to advance, many people are
connected to the Internet at all times, allowing them to seek information, share their
opinions, and be contacted constantly.

Interactive communication functions such as social networks, instant messages,
text messages, and email are how younger generations communicate and express
themselves. With young voters having many avenues online to express their beliefs and
opinions, it is apparent that interactive online functions have become part of the political
process for young people. However, the question that many researchers continue to ask is
“does engagement online result in political engagement online and offline among young
voters? This chapter will discuss the role of interactive online functions as a source of
political information, a sphere for public expression, and a predecessor of political action
in real time for young people.
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To create a model ot the intluences and effects of online functions on young peoples
behavior, three established communication models are investigated including Sotirovic &
McLeod's (2001) Model of Political Communication, Shah et al.’s (2005) Model of
Communication and Civic Participation, and Shah et al.'s(2007) Model of Campaign
Communication Mediation.

Understanding the Communication Models
Sotirovic & McLeod's(2001) Model of Political Participation examines how
“communication patterns mediate the influences of values on political participation.
This model illustrates how political participation is affected by personal values and
communication behaviors and stimulated by informational media sources, discussion
with others, and retlection on various sources of information. Sotirovic & McLeod (2001)
analyzed the effects of newspapers and television as a source of political information but
did not explore the Internet as a source. They found that both newspapers and television
stimulate rellective integration and further seeking of information resulting in better
political understanding. Reflective integration is a conscious effort of consumers to
combine various information they have observed (Sotirovic & McLeod,2001). Reflecting
on absorbed information and integrating the information from various sources creates a
better understanding of the cuiTent political stage and establishes a stronger cognitive
base for political expression and participation (Sotirovic & McLeod,2001). Overall,
Sotirovic & McLeod’s(2001) Model of Political Participation explains that as a person
gains more information from various sources of the media, they can better reflect on the
information, discuss the information, and establish opinions. This process makes them
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more know led geable and comfonable to take action to support what they believe. See
Figure 6-1 for the isual illustration of the Model of Political Participation.

Post

I

' Materialism

Newspaper
Poblic
Affairs
Reflective
Integration

Public
Affairs
Knowledge

Discussion
Diversity
TV
Entertainment

Materialism

Figure 6-1: Model of Political Communication
Source: Soiirovic & McLeod, 2001
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Political
PartidpatioQ

Shah ei al.(2005) built onto Solirovic & McLeod’s theory with their Model of
Communication and Civic Participation. Shall et al.'s(2005) hypothesis was that
“informational media use, whether traditional news sources or online public affairs
content, is expected to foster interpersonal political discussion and online civic
messaging, contributimz to increased civic participation.” The model illustrates the
innuence of the media oflline and online on political discussion offline and online, which
ultimately leads to political action or engagement. Shah et al.(2005)examines the idea
that online media complements traditional media and promotes political discussion.
Through in-depth primary and secondary research, Shah et al.(2005)found that the use
of print, broadcast, and online media sources for political news encourages discussion
with friends and family and increases the possibility of communicating about civic life on
the Internet. They also found that people who engage in political communication offline
or online are more likely to take political action than people who just read the news. The
media does more than just inform; it is the foundation for political discussion that can
lead to political action (Shall et al., 2005). Overall, Shah et al.’s Model of
Communication and Civic Participation illustrates how various forms of informational
media promote communication among citizens, which in turn spurs civic engagement.
See Figure 6-2 for a visual illustration of the Model of Communication and Civic
Participation.

In 2007. Shah et al. extended their research and constmeted the Model of
Campaign Communication Mediation. Shah et al.(2007)examined two data sets in their
study:(I)content-coded ad-buy data on the placement of campaign messages on a
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Figure 6-2: Model of Communication and Civic Participation
Source: Shah el al.. 2(X)5

market-by-market and program-by-program basis and (2) a national panel study
concerning paltems of traditional and digital media consumption and levels of civic and
campaign participation. The model merges

research completed on the influence of

campaign advertisements with research completed on offline and online citizen
discussion and communication. The Campaign Communication Mediation model builds
onto Sotirovic & McLeod's(2001) Model of Political Participation because it supports
the idea of reflective integration of various information sources. Shah et al.’s(2007)
model suggests that offline and online communication behaviors are complementary and
positively interrelated to each other. Traditional media such as newspapers and television
can lead to online political messaging and information seeking on the Internet, which
results in a greater level of political discussion(Shah et al., 2007). Although traditional
media can lead to online discussion, online news and political messaging are more likely
to result in civic political participation than traditional print and bioadcast media and
inteipersonal communication (Shah et al., 2007).
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In 2l)t)7. Sluih ct al.'s research went even deeper to analyze the effects of
. Shah et al.
exposures to political ad%ertisements and negative political advertisements
information
(2007)found that exposure to political advertisements has a direct effect on
seeking via newspapers, television, and online media. As negative advertising becom
and
more prevalent, seeking information via traditional mediums such as newspap
television decreases because the negative advertisements provide infoima
political issues reducins one's need to seek intormation to learn (Shall et al., 2007).
Furthermore, Shah et al.(2007) found that online news was the only medium that had a
al.’s Model
significant innuence on political interaction online. In summary, Shah et
to political
(2007) of Campaign Communication Mediation exemplifies how exposure
,television, and online
advertisements prompts information seeking via newspapers
media, which contributes to political expression

offline and online, which in turn

encourages campaign participation and political action,

See Figure 6-3 for a visual

illustration of the Model of Campaign Communication Mediation.

Model Construction
U.sing Sotirovic & McLeod’s(2001) Model of Political Participation as a
foundation, the conceptual Model of Interactive

Political Commimication Online goes

one step further to look at the effects of traditional media consumption and online media
consumption on online political engagement. Sotirovic & McLeod s(2001) model
strengthens the idea that media consumption and political communication and discussio
positively relate to political participation. With the Internet presenting an
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infinite number

In 2007, Shall el al.'s research went even deeper to analyze the effects of
. Shah et al.
exposures to political advertisements and negative political advertisements
(2007) found that exposure to political advertisements has a direct effect on information
seeking via newspapers, television, and online media. As negative advertising becomes
more prevalent, seeking inlormation via traditional mediums such as newspap
television decreases because the negative advertisements provide information about
political issues reducing one‘ss need to seek information to learn(Shah et al., 2007).
Furiherinore, Shah et al.(2007)found tliat online news was the only medium that had a
,Shah et al.’s Model
significant innuence on political interaction online. In summary
(2007) of Campaign Communication Mediation exemplifies how exposure to political
,television, and online
advertisements prompts information seeking via newspapers
media, w'hich contributes to political expression offline and online, which in tu
encourages campaign participation and political action. See Figure 6-3 for a visu
illustration of the Model of Campaign Communication Mediation.

Model Construction
Using Sotirovic & McLeod’s(2001) Model of Political Participation as a
foundation, the conceptual Model of Interactive Political Communication Online goes
one step further to look at the effects of traditional media consumption and online media
consumption on online political engagement. Sotirovic & McLeod’s(2001) model
strengthens the idea that media consumption and political communication and discusston
positively relate to political participation. With the Internet presenting an infinite number
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Figure 6-3: Model of Campaign Communication Mediation
Source; Shah et al.. 2(X)7

of avenues for political discussion, the conceptual Model of Interactive Political
Communication Online attempts to show the positive relationship between online
political discussion and political action.

The proposed model also builds onto Shah et al.’s (2005) Model of
Communication and Civic Participation, which illustrates the positive relationship
between traditional and online news sources and community discussion and engagement.
The conceptual Model of Interactive Political Communication Online is measuring the
same relationships but focuses more on younger generations. In 2007, Shah et al. also
constructed the Campaign Communication Mediation Model, which extended their
73

Model of Communication and Civic Participation. Shall et al. s(-007)

P
into

Communication Mediation Model takes the effects of political advertisements
consideration when discussing the effects of media consumption on political discusston
ive Political Communication Online looks
and action. The conceptual Model of Interactive
specifically at negative political advertisements.
In all three of the previously mentioned models, the reoccurring positi
ious sources and political discussion,
relationship is between media consumption from various
online, the space for political
Now, w ith presidential campaigns being predominately
discussion is itifinite and the sources for political information are ever growing giving

.The
people more ways to learn about politics and to communicate their opinions
to illustrate
conceptual Model of Interactive Political Communication Online attempts
that as people become more comfortable and certain of their beliefs, through
more likely to become politically
consumption of information and discussion, they are
engaged in real time.

Explanation of Conceptual Model
shown links between media
Although research on political communication has
consumption, political discussion, and political participation, few studies have com
traditional and new media as well as political advertisements. In addition, very f
studies had specifically analyzed young voters

in this context. The conceptual Model of

Interactive Political Communication Online attempts to illustrate the relationship between
online media consumption and online political discussion among young people. Through
the Internet, people have more accessibility than ever to learn about politics. People can
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be exposed lo or can learn about political news through major newspaper and television
network websites, candidate's official websites, political blogs and discussion boards,
and other websites such as YouTube, Facebook, or MySpace. This model proposes that
online sources are becoming the predominant source of political news for young people.
In addition, with exposure and understanding of various online political news sources,
in their beliefs making them more likely to
people become more comfortable and secure in
voice their opinions. As discussed in Chapter 5, young people are always connected to
the Internet. With the vast amount of online political news sources

available to them,

they are more likely to become comfortable witlt tlieir political beliefs at
people who are only exposed to traditional political news

faster rate than

ia newspapers, magazines, or

television. This model also proposes that exposure to negative political adve
sources and
and traditional media affect the relationship between online political news
online political discussion.
in this era
As discussed in Chapters 1 and 2, almost all political advertisements
are negative. People are becoming accustomed to this type of political advertising. Of me
participants in the focus group and survey discussed in Chapter 5,99 percent remembered
seeing a negative political advertisement during me 2008 presidential election. This
theorized model proposes that exposure to negative political advertisements slows the
rate of political discussion after one is exposed to online political news sources. There
have been many studies conducted about the effects of negative political advertisements.
but there is no consensus about whether they demobilize voters or whemer mey increase
the viewer’s knowledge of political information. This model supports that idea that
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from the political
negative political advertisements may briefly disengage a young voter
process because of frustration, but may

ultimately lead to more online discussion.

On the other hand, this model illustrates

that traditional political news sources
sources and

have a positive effect on the relationship between online political news
online political discussion and sei*ve as

a credible reinforcement to the political
sources including

information learned online. In addition, traditional political news
n.w,p.p.n,.

a,.i

discussion as well. This model shows that as people build their political knowledge by
sources, they become
obtaining information from online and traditional political news
ions and more
lik
ely
to
share
their
opinions
more confident in their beliefs making them more
in their political choice.
likely to take action because they are secure in

The

,el«io,.hip

in ,h. co.cepd.1 Model of ln»oe,ive PcU.icd

Communication Online is between online political discussion and political action. As
in their beliefs. When
people build a strong knowledge of politics, they become confident m
one is confident in their beliefs, they are more likely to

feel comfortable sharing that

belief or persuading others to believe the same thing. This conceptual model proposes
in between online political discussion and political action
that there is a positive relationship
in real time. Political action in real time includes activities such as contributing money
a campaign, attending a political meeting or speech, working for a political p
candidate, displaying a campaign sign or sticker, encouraging

y

someone to vote, and
is comfortable in their

voting in an election. This model illustrates that if a young person
belief because they have a vast biowledge of political issues and because they have been
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able to communicate about those issues, then they will be more likely to take political
action in real time.

Hypotheses
With young people's constant connectivity to the Internet, they are

presented with

. The Internet
a plethora of political news sources online during political campaign times
allows young people to be exposed to

more political information than in the past. In
their political

addition, the Internet provides a huge space for young people to express
opinions. Because young people can express

themselves freely online without the risk of

personal judgment, they may become more secure

in their beliefs and opinions allowing

them to engage in more political discussion and action than they would without access to
the Internet and online political sources. Building onto

the three models discussed

in
previously, the following research proposals have been constmcted and illustrated i
Figure 6-4:
is positively related to online political
(HI): Exposure to political news on online media is
discussion.

(H2 a): Negative political advertisements negatively moderate the

relationship between

exposure to political news online and online political discussion.

(//2b): Negative political advertisements are positively related to online political
discussion.

(H3a); Traditional media positively moderates the relationship between political news
online and online political discussion.
11

(H3b): Exposure to political new's in traditional mediums is positively related to online
political discussion.

(H4): Online political di.scu.ssion and interaction is positively related to political actio

To lest the conceptual Model of Interactive Political Communication Online, a
survey will be distributed to young people online. The survey will explore youn^,
people's media habits and consumption rates of online news sources

and traditional news

sources. The survey will also measure usage rates of traditional media, online media, and
social networks. To show the relationship between online news sources and online
political discussion, young people will be asked to report

how often they used online

Exposure to
political news
on traditional

media

H3a

H3b

\

Online

Online
political
news sources

political
discussion

HI

I

H4

Political
action

H2,
H2b
Exposure to
negative
political
advertisements

► : Positive Relationship
^ : Negative Relationship

Figure 6-4: Conceptual Model of Interactive Political Communication Online
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news sources and how they discussed issues online during the 2008 presidential
campaign season. The survey will also attempt to measure online political interaction and
discussion as well as political pai'ticipation of young voters during the 2008 presidential
election. Finally, the survey will ask people how they feel about negative political
advertisements and how' they react to them.
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Chapter 7
Measuring Young Voters’ Media

and Political Expression

To understand why some people are more politically active than others are, one
ion tactics, and
must understand a particular group’s media habits, communication
conceptual model
perceptions of various political infoimation. In the previous chapter, a
was constmcted to illustrate the process that politically active youn^, pcop

Yo

through from consumption of political information to political discussion to political
action. In the following study, young people are analyzed to

understand why the Internet

g voters. This
is the best way for political candidates to communicate with potential youn^
use various media, how
final study attempts to explore why and how often young people
they communicate about politics, and how they engage in politics.

Young Voter’s Media Habits and Political Interactions: Study 3
To test the conceptual Model of Interactive Political Communication Online, a
distributed to 760
survey was created on the online survey software Qualtrics and was
people through a message on the popular online social network Facebook. The

y

was designed to measure the following items:
■
■
■
■
■

usage rates and perceptions of social networks
usage rates of interactive online media
● i i *●
news consumption patterns and media usage rates before the presi entia e ec ion
communication, interaction, and participation patterns before the election
perceptions of negative political advertisements
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used to
The survey questions were adapted from Shah et al.’s(2007)survey questions
construct the Model of Campaign Communication Mediation. The complete wording of
available in Appendix A.
the survey questions and the complete results of the survey are

Study Population
A convenience sample was taken by distributing a survey via a Facebook message
to 760 people who are in the same social netwoik as

the author of this study. With a 17.6

percent response rate. 134 people responded to die message by taking the survey.
However, only 118 people fully completed the survey. Chapter 4 illustrated the high
Internet usage rates and social network participation rates of young people ages 18 to 24.
Because young people have a strong presence on

social networks, the survey was sent

through Facebook in an attempt to reach young, tech-savvy people.
Of the 118 people that completed the survey,86(N =102)percent were between
the ages of 18 and 24. Of the respondents,64 percent(N = 75) were female while 36
percent(N = 43) were male. Ninety-three percent(N = 110)of the respondents were
Caucasian, while the remaining 7 percent(N - 8)

were African American, Asian, Native

American, Hispanic/Latino, or Multiracial. The level of education varied among the
respondents. Seventy-six percent(N = 90)of the respondents were currently pursuing an
undergraduate degree or had acquired a college degree while another 17 percent(N = 20)
of the respondents were pursuing graduate study or had acquired a degree at the graduate
level. Of the students pursuing an undergraduate college degree, 73 percent(N -47)
were seniors, 20 percent(N = 13) were juniors, and 6 percent(N = 4) were sophomores.
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-s when asked about their political ideology and
The rcspoiKlcnts had various responses
for those results respectively.
political parly ideniificaiion. See Tables 7-1 and 7-2

Table 7-1; Political Ideology of Survey Respondent.

I Response : %
16%
19

.Answer . .
1

Very conservative

42

35%

2

Moderately conservative ^

25

21%

3

M i dd 1e-of-the-road

25

21%

4

Moderately liberal

9

8%

5

Very liberal

120

100%

>

Total

DfacnnndeUtS

Table 7-2: Political Party Identification of S
s
tw

1
*)

X

Strong Democrat

RevSponse.
5

4%

20

17%

27

23%

54

45%

14

12%

120

100%

J

Democrat

3

Independent

4

Republican

5

Strong Republican

●St.

%. ■

:

Total

To understand the survey participant’s media usage rates,
much time they spend watching television oi being

they were asked how

connected to the Internet each day.

The majority of the res pondents. 84 percent (N = 100), spend three hours or less watching
television each day, while 52 percent (N = 62) of the respondents spend between 4 and 10
hours on the Internet each day. The survey results show that the respondents spend more
lime on the Internet than watching television. In addition, 53 percent (N = 64) of the
res pondents reported checking their email 4 to 10 times per day with 20 percent (N = 25)
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claiming they check it more than 10 times per day. Because these young people are on
the Internet for hours a day, the Internet is an excellent medium to reach this age group.

Young People's Presence on Social Networks and other Interactive Medias
The respondents are also active users of social networks. Ninety-eight percent
(N = 121) of the respondents reported having a profile on a social network. Most of the
respondents reported having an account on Facebook or MySpace, while 12 percent
(N = 14) said they had an account on Linkedin and 8 percent(N = 10)said they had an
account on Twitter. Fifty-eight percent(N =70)of the respondents check their profile
three times or less each day while 42 percent(N = 50)check it four or more times each
day. Eighty-three percent(N = 98)of the respondents said that a characteristic they like
about social networks is that they are entertaining, 80 percent(N = 94)said they like the
interactivity, and 69 percent(N =82)said they like the user-friendliness and easy
navigation. Only 28 percent(N = 33)said because they allow them to express
themselves. When asked why they use a social network,98 percent(N = 118)of the
survey participants said to communicate with family and friends, 71 percent(N = 85)said
to be entertained, and 51 percent(N = 61)said because they were bored. Twenty-three
percent(N = 28)of the respondents said they use social networks to get news and 22
percent(N = 26)said they use them to express themselves. Only 3 percent(N = 4)said
that they use social networks to get political information.
When asked if they have ever learned about politics on a social network,47
percent(N = 56)of the respondents said yes. Ninety-five percent(N = 53)of those
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people said they learned about a friend's political affiliation or opinion on a social
network. Seventy-one percent(N = 39) said they joined a group that supports a political
party or issue on a social network and 70 percent(N = 39) said they read about a political
issue in a note, on someone's wall, on someone's status, or on a blog on a social network.
See Table 7-3 to see other ways the respondents learned about politics on social
networks.

Table 7-3: Political Education on Social Networks
Response* i

Answer ■; ;

j

X

Ollier—Please explain

3

1 became friends with a political
candidate

6

I v\Tote about political issues in a note,
tin someone's wall,
in my status box. or on a blog on the
social network

5

I learned about real political events
that i could participate in

.Jt

4

I supported a political cause or
candidate on my profile

♦In

2

7

%

3

5%

5

217c

20

36%

27

48%

27

48%

I joined a group that supports a
political party or issue

39

70%

1 read about political issues in a note,
on someone's wall,
on someone's status, or on a blog on
the social network

39

70%

I learned of a friend’s political
affiliation or opinion

53

95%

j:.

.'5- >

-.'.ir. - ●

On a scale from one to five with one being not at all and five being very
frequently, email, phone calls, text messaging, and social networks were the interactive
communication devices that the respondents scored with a mean higher than four.
Television news and online news also had means higher than three. Interactive devices
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not used as frequently (with a mean score of two or lower) included instant messaging,
voice over Internet protocol, blogs, and update functions. From the survey results, one
can see that young people are using email, mobile phones, and social networks frequently
meaning that theses communication tools are good ways to communicate with this
generation.

Young People’s Media Sources before the 2008 Presidential Election
To measure young people's use of online sources

before the 2008 presidential

election, various questions were asked about their media habits six months prior to the
election. The majority of the respondents(N = 77,79,75,75 respectively) said that they
used the Internet, television, radio, and magazines mainly for entertainment purposes.
However, the majority(N = 79) also said that they used newspapers mainly to obtain
news or political information. Although the respondents may not have used the Internet,
television, radio, and magazines specifically to obtain political information, they still
used those mediums frequently meaning that they are a good tool to use to communicate
with younger generations.
Survey respondents reported that within a week during the six months prior to the
election, they looked at a national newspaper website and average of 3.10 days a week, a
television news website 3.90 days a week, and a local newspaper website 2.34 days a
week. The respondents reported that they spent less than two days a week on average
looking at nonconventional online news such as online magazines, political blogs, and
candidates’ websites. Many of the respondents, however, spent an average of 4.30 days a
week watching daily news on national networks such as CBS,CNN, NBC,Fox, and
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ABC. Although the sun ey respondents reported obtaining more

news and political

said
information from television than the Internet, 46 percent(N = 55)of the respondents
that they depend upon the Internet most to make a political decision. Television was
second most selected source of information, however, with 37 percent(N -44)of
respondents reporting that they depend most upon it to make a political decision.
Newspapers came in third with 12 percent(N = 14)of the respondents reporting
depend on them to make a political decision. Young people appear

y

to use the Internet

and television the most to obtain political information; however, there are other p
messages that may have an adverse effect such as negative political advertisem

Perceptions of Negative Political Advertising
Negative political advertisements, as discussed in Chapter 1. are a type of political
an
communication usually in the form of a 30-second television commercial that attacks
opponent of puts them in an inferior position. With the growing popularity o
websites such as YouTube, many of these advertisements are replayed or spread quickly
over the Internet through viral messages as well. Some critics believe that neg
, while others
political advertising causes people to disengage from the political process
believe that its uniqueness causes people to become more engaged. People may d
negative political advertisements because they feel that they are

not credible or true. The

credibility of a negative political advertisement may have an effect on how the
advertisement affects the viewer. If the viewer perceives it as a message that is not
credible, then they may either disengage or seek more information to find the tmth.
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In this sur\ cy, the credibility scale discussed in Chapter 5 that used five semantic
differentials including sincerity, honesty, dependability, trustworthiness, and credibility
was used again to measure the credibility of negative political advertisements. This scale
was adapted from credibility scales developed by Bobinski, Cox, and Cox (1996)and
Lichtenstein and Bearden (1989). Each item listed above was rated on a scale from one t
five, with one being the worst and five being the best. According to the survey
was a low
respondents, the average credibility rating of negative political advertisements
are
2.05. Many of the survey participants believe that negative political advertisements
insincere, dishonest, not dependable, not trustworthy, and overall not credible. Ho
although negative political advertisements may not be perceived credible, they may still
stimulate political discussion or engagement.

According to this survey, negative political advertising has a variety of effects on
its viewers. Thirty-three percent of the respondents(N = 40)said that negative political
advertisements cause them to disengage from the political process. However, another 33
cause
percent of the respondents(N = 40)reported that negative political advertisements
them to seek more information online. In addition, 18 percent(N = 21)of the respond
said that negative political advertisements make them engage

in dialogue with family and

friends offline not online, while 10 percent(N =12)reported that negative political
advertisements do not affect them.

Political Communication and Political Interaction
Using the same one to five frequency scale mentioned earlier, the survey
participants reported that they infrequently discussed news and cunent events with
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friends, family, or coworkers online during the six months prior to the 2008 presidential
election. The average response for online discussion was a 2.46. However, the
respondents average response when asked how often they discussed news and ciinent
events with familv. friends, or eoworkers offline was 4.70. Therefore, according to this
survey, young people are more likely to discuss politics offline. In addition, when suivey
participants were asked about how often they interact politically online during the six
months prior to the 2008 presidential election; many reported that they infrequently
participated interactively with politics online. Thirty-five percent of the respondents
(N = 44) reported that they never exchanged emails about politics with friends or family
during the six months prior to the election. In addition, 69 percent(N = 85) of the
res pondenis reported that they never expressed their political opinion in a chat loom,on
online polls, or on online discussion forums. Table 7-4 illustrates how infrequently the
survey respondents interacted or communicated online about politics before the election.

Table 7-4: Political Interaction Online
Nf

w

Respons^. j W

li

t.

exchanged political emails with
friends or family
7

forwarded or shared a link to a

44

, 33

23 ' 14

10

124

2.30

35

43

23 , 14

9

124

2.35

political video or news article
^

received a link to a political
video or news article

15

33 ' 33 i 29

14

124

2.95

^

sent or received a text message
or instant mes.sage about politics

48

35

6

124

2.17

5

expressed my political opinion in
a chat room, on online polls or
on an online forum

85

19 ■ 12

5

124

1.58

88

19 : 16

3

Political Engagement and Action
The conceptual Model of Interactive Political Communication Online theorizes
that young people who politically express themselves online are more likely to become
politically engaged online and in real time. From the survey, it seems that many young
people were not communicating about politics online in 2008. Using the same one to five
frequency scale mentioned earlier, the survey participants

were asked how frequently

they participated in political events during the six months prior to presidential election.
Many of the respondents reported that they never participated in political events. Eightyone percent of the respondents(N - 102) reported that they never contributed money to a
political campaign. The same percent also reported that they never

worked for a political

party or candidate. Fifty-five percent(N = 69)of the respondents reported that they never
attended a political meeting, rally, or speech during the six months prior to the elect*
Survey participants were also asked if tliey displayed any campaign insignia online or
offline or if they encouraged someone to vote, and the average responses about the
frequency were below three on the one to five scale.
Although many of the respondents were not politically active during the six
months prior to the election, 97 percent(N = 116)of them reported that they were
registered to vote and 86 percent(N = 103)reported that they voted in the 2008
presidential election. Voting is the ultimate political action that campaign teams hope
citizens will take. The survey respondents who did not vote said they did not for some of
the following reasons:
■
■
■
■

“Because I was outside of the United States.
“Because I did not support either of the major candidates.
“Because I did not get an absentee ballot in time.
“Because I am lazy.”
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The conceptual Model of Interactive Political Communication Online suggests
that communicating about politics online is positively related to political engagement and
action. The opposite of this theory is somewhat apparent in the results of this survey,
than they do
From the survey, it appears that young people discuss politics offline more
online. In addition, these same young people were not politically active during the six
months prior to the 2008 presidential election. The model suggests that if these young
people had eommunicated about politics more frequently online, then they may have
been more likely to take political action and become more politically engaged.

Correlations between the Steps in the Conceptual Model
The statistical analysis software SPSS Data Editor was

used to analyze the results

from the survey in hopes of discovering relationships between various steps in the
conceptual Model of Interactive Political Communication Online. The Pearson
coiTelation and a two- tail significance test were used to evaluate the strength of the
relationship between two variables from the survey results. The SPSS software was used
to analyze the survey results in order to discover any correlations between the two
variables discussed in each hypothesis. With a coefficient of.20 or greater, there is a
positive relationship between the two variables tested.
For the first hypothesis, the correlation between various online political news
sources and online political discussion were analyzed. According the SPPS software,
there is a correlation of.312 between national newspaper websites and political
discussion online. This correlation supports hypothesis one because the correlation
coefficient of .312 shows a positive relationship between being exposed to political news
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on a national newspaper website and discussing politics online. The correlation between
television news websites and political discussion showed an even stronger relationship
with a coefficient of .405. Some nonconventional online news soitrces such as online
news magazines, political blogs, and political candidates’ websites were also asked about
in the survey. There is also a positive relationship between these online news sources and
online political discussion. See Table 7-5 for the correlation results between all of the
online news sources asked about in the survey and political discussion online.

Table 7-5: Correlation Coefficients for Hypothesis 1
Correlation Coefficients for Hypothesis 1

Online Political News Sources

Correlation with Online Political Discussion

National newspaper websites

312**

Television news w ebsites

AQS**

Local newspaper websites

.362**

Online news magazines

JI3**

Political hlops

3fa**

Political candidates' websites

.290**

^^Correlation is significant at the 0.01 level (2-tailed)

According to hypothesis 3 part b, exposure to political news in traditional
mediums such as television is positively related to online political discussion. The
conelation coefficient for this relationship is .278, meaning there is a correlation between
being exposed to political news on television and discussing politics online. However, the
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ion sources and online political discussion is lower than the
correlation between television
and online political discussion.
correlation between online sources
To help prove that a positive relationship exists between online political
Stated in hypothesis four, the survey
discussion and political engagement and action as
results related to these

variables were analyzed. There is a correlation of.315 between

.UscL,»l,.g pol..l» onl.n.-d displaying a poN.ical ounpaign,sii.ta, sign.eio. Oidin.o,
omine. In addilion,ihera is a conMlm of.361 batw«.discussing Hil“
. These correlations mean that people who
encouraging someone to register to vote
themselves politically online or offline
discuss politics online may be likely to express
friends and family to register to vote. However,
with campaign insignia or to encourage
to a
there is no relationship between

discussing politics online and contributing money

campaign, a.iending a pnliilcal mcciing. o, working for.|»ll.i»l i-df «
Table 7.6 fo,ih. comelaiion resulls beiween poli.ied discussion online and d.e, ways io
asked in the survey.
participate in politics that were
In addition, although it is not part of the model,there is also a positive
or
relationship between discussing politics offline and displaying political insignia
encouraging someone to vote. There is a

correlation of.333 between discussing politics

offline and displaying a political campaign, sticker, or sign online or offline, and there is
ine someone to
a correlation of .398 between discussing politics offline and encouraging
register to vote. However, as

with discussing politics online, there is no correlation

between discussing politics offline and contributing money to a campaign, attending a
political meeting, or working for a political party or candidate. Discussion of politics,
online or offline, allows a young person to build a strong cognitive base of political issues
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and a stronger confidence in their political beliefs. However, the conceptual model
proposed in this study focuses on online political discussion because the young person is
already online and plugged into social networks allowing them to express their political
beliefs without judgment or as much effort.

Table 7-6: Correlation Coefficients For Hvpotliesis 4
Correlation CoelTidents for Hypothesis 4

Political Participation

Correlation with Online Political Discussion

Contributed money to a political
campaign

.185*

Attended a political meeting, rally or
speech

.199*

Worked for a political party of candidate

.140

Displayed a political campaign button,
sticker,sign, t-shirt, etc.(offline or
online)

JIS**

Encouraged someone to reeister to vote

361**

"^Correlation is significant at the 0.01 level (2'tailed)
*CoiTelation is significant at the 0.05 level (2-tailed)

Errors and Limitations
The main limitation of this study is that survey sample is a convenience sample
and may not best represent the population of young people discussed in Chapter 4. Since
the survey was distributed via a message on Facebook to people in the social network of
the author of the study, not all of the respondents fell into the age category of 18 to 24.
Also, many of the people in the social network of the author are residents of the southeast
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reizion o\' the United Stales, which also may not represent the young generation of voters
best.
Since the survey was distributed online, there may have been technical difficulties
that did not allow all of the respondents to complete the survey. In addition, because of a
lack of resources and experience, young peoples' exposure rates to negative political
advertising were not able to be measured at a sophisticated level in this study. Not all of
the hypotheses were measured by the survey questions

constructed. Therefore, not all of

the hypothesis could be proven valid in tliis study, which may make the results appear
biased since only positive coirelations were reported. Because of the construction of the
survey questions, some coiTelations could not be measured as well, such as the
con'elation between negative political advertising and online political discussion.

Outcome of Survey
The results from the final survey illustrate that young people spend more time on
the Internet than watching television. They are active users

of social networks and email,
are

spending more than three hours on each a day. Young people like that social networks
interactive, entertaining, and user-friendly. They use social networks for entertainment
purposes rather than to gain news or political information. Even though they may be
exposed to political information on social networks, they are not actively seeking it.
Young people are also actively using their cell phones to talk and text message to stay
connected.
The survey results illustrate that young people use the Internet, television, and
magazines mainly for entertainment puiposes, even during political campaign times.
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However, new spapers are used by young people to obtain news or political information
but not very frequently. During the six months prior to the 2008 presidential debate,
youn ji people w atched television news more than four days a week on average and visited
w'ebsites w ith political infomiation about tliree days a week. The survey respondents
reported that they would rely on the Internet more than any other source of information to
make a political decision.
Young people think that negative political advertisements are

not a credible

source of information; however, they often engage in political discussion with family and
friends after viewing a negative political advertisement. On the other hand, negative
political advertisements may make young people want to disengage from the political
process altogether. The survey respondents reported that they are

more likely to discuss

politics offline rather than online. These respondents also reported that they were not
politically active during the presidential campaign. Perhaps if these young people had
discussed politics online, they would be more politically active because they would be
more confident of their political opinion. However, although the respondents did not
discuss politics online, more than half of them voted.
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Conclusion
Political campaign strategies and communication tactics are evolving quickly as
technology continues to advance. The Obama campaign set the precedent for
sophisticated online campaigns. Political campaign strategies will be focused around the
Internet from now on. which will cause the younger generations to truly experience
political campaigns in the digital age. Negativity will continue to be large part of political
campaigns in the future as well. Campaign teams need to take technology, negativity, and
segmentation into consideration when planning and creating political campaign
strategies.

Political campaigns have changed greatly since the first political advertisements
on television in 1952. Over the past century, technology has changed so quickly, that it
has been hard for the political world to keep up with the advancements. It is imperative,
however, that campaign teams connect and establish relationships with potential voters to
gain support for their candidate. In the digital age, the Internet is the best vehicle to make
these connections and establish these relationships. Campaign teams must also
understand each of the target market segments in depth. As this study analyzed young
people, campaign teams must analyze each segment of people that they will be marketing
their candidate to so that they can reach them in the most effective manner.

From the research performed in this study, it is apparent that young people are
reached best by the Internet, television, and cell phones. Interactive functions such as
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social nciu orks email, and text messaging are important tools foreampaign teams to
utilize to reach this age cohort. Young people wateh national news networks to obtain
political informatioti. but they like interaction and two-way communication better than
one-way broadcasts, leaving many opportunities for interactive tools on the Internet.

With the profound changes in technology and the role of the Internet in political
campaigns just over the past decade, there is no telling what news websites and Internet
platforms will emerge in the election of 2012 and after. Political campaigns will continue
to move from broadcast media where the candidate is in control of the production and
distribution to online media where the user is in control(Winograd & Hais, 2008).
Although the Internet plays a prominent role in modem political campaigns, traditional
media still supports and affects viewers’ perceptions. According to McClellan (2008), a
combination of new media and traditional media will most likely be the blueprint of
future political advertising and communication. Television will not be replaced by the
Internet; instead, the Internet will just become the dominant or primary vehicle for
political communication. With the clutter of advertisements and information in the
marketplace, campaign teams will continue to use various forms of media to promote
their candidates and to reach consumers repeatedly and in unique ways.

From the final study discussed in Chapter 7, it is evident that young people have a
large presence on the Internet. The survey results also showed that young people would
rely on the Internet before other sources when making a political decision. Young people
are exposed to a surplus of political information on the Internet during presidential
campaign times. The Internet allows young potential voters to access more political
information than ever before while also giving them infinite amounts of space online to
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without
express and discuss their political opinions. The ability to express their opinions
judgment may allow for mobilization and political action among this age group as they
hccoine confident in their beliefs and develop a yearning to act on it. The Model of
Interactis e Political Communication Online advances that idea established in the
discussed communication models that political discussion online is a significant mediator
in
beiu
'een media stimuli and behavioral action. From the correlation results discussed i
Chapter 7, thiIS sstudy reinforces the idea that online media sources

Stimulate online

political discussion, which results in political action. Campaign teams

need to build their

ultimately get theustrategies around this model to reach the younger generation and to
vote.

Further research should be performed to analyze the effects of pohtical
communication across aenerational groups. This study helps one better understand the
,it
Baby
Boomers
and
the
Grey
Market
Millennials, but with higher voter turnout among
cohorts in depth as
is important for political campaign teams to understand these age
well. If a model of the political process

was developed for each age group or target

ies around those models
market, then campaign teams could build their campaign strategies
to help connect and establish lasting relationships between each age group and the
political candidate. Personalization and interaction are imperative for a successful
campaign, and a better understanding of the needs of each age group would help
campaigns establish lasting relationships.

Further analysis of the effects of Obama’s online campaign across generations is
an important area of study as well. For campaign teams to be successful in the digital age,
they must understand how political communication online affects each generation and
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how online political communication can

be customized for each generation. Further

investigation ot the eirec,of ,l.e o.go.i.i.V »d inw«»y -f P»“'“
active online are
asi well. Young people who are
on young people should be performed

.If

via Facebook and Twitter accounts
innuencers who share their thoughts and opinions
,then
involve yoimg people in politics
further
understand
how
to
researchers can begin to
they can use young peoples ● influential status to gain support

for their candidate. The

get young people to do more
tough part of this equation, however, is figuring out how to
as well.
than just talk and get them to be politically active in real time
is a difficult task than many
Understanding young people and the political process
evolution of political
political researchers have found quite fascinating. Howev
changing trends and
communication, the advancements in technology, and the everlifestyles of young people make it difficult to
stimulated by and why they behave in a

imderstand what young people are

certain manner. There are

always more factors to

in. This study, however,has found that in
take into account than what one study can contain
that stimulate
influenced
by
credible,
interactive
sources
the digital age, young people are
political discussion. Young generations grew up

with technology, and they use the

technology to express themselves and communicate
campaigns, allowing young people to express

with others. During political

their political beliefs and discuss those

issues and confidence in their
beliefs with others helps them build knowledge of political i
more likely to take
political beliefs. Young people who actively discuss politics are
political action and to vote. An exploration of various
young people to engage in the political process
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interactive functions that stimulate

and discuss politics is a potential study

that could be very beneficial for political researchers and political campaign teams to
better understand the behavior responses of young people.
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Study 2: Question Wording
Negativity of the Presidential Campaign
1. Do you remember seeing a negative political advertisement about Barack
Obama or John McCain within the last six weeks on any medium? (e.g.
television, newspapers, online newspapers, magazines, online magazines,
Internet banners, YouTube, Facebook, etc.)
Yes
No
1

Do you think that presidential political advertisements are more or less
negative this election than in previous elections?
Less Negative

1

2

3

4

5

More Negative

Source Credibility of Political Information
3. What was your main source of political information during the 2008
presidential campaign season? Please rank top three and list the specific
name of the source beside the number.
Newspapers
Online Newspapers
Magazines
Online Magazines
Political Blogs associated with official news organizations
Other General Blogs
Television News
Television advertisements
Other Internet Websites (please specify:
Other:

4. Please rank your top three sources for political information by the
following credibility scales.
Insincere
Dishonest
Not dependable
Not trustworthy
Not credible

1
1
1
1
1

2
2
2
2
2
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3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

Sincere
Honest
Dependable
Trustworthy
Credible

Source Credibility of Blogs
5. Did you refer to, read, or write any political blogs during the presidential
campaign?
Yes
No
If so, please specifically name tlie blog:
6. How do you view political blogs associated with official news
networks?Please rate how you perceive blogs written by employees of
official news networks such as CNN,FOX,ABC,CBS,or NBC.
Insincere
Dishonest
Not dependable
Not trustworthy
Not credible

1
1
1
I
1

2
2
2
2
2

3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

Sincere
Honest
Dependable
Tmstworthy
Credible

7. How do you view general blogs not associated with a particular news
organizations? This could include blogs such as Daily Kos, Gizmodo—
the Gadget Guide, or any general or personal blog. Please rate how you
perceive general blogs by the following credibility scale.
Insincere
Dishonest
Not dependable
Not tmstworthy
Not credible

1
1
I
1
1

2
2
2
2
2

3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

Sincere
Honest
Dependable
Tmstworthy
Credible

Online Political Advertisements
8. Have you ever viewed a political advertisement online?
Yes
No
9. Compared to negative political advertisements I have seen on television,
political advertisements I have seen online are:
Insincere
Dishonest
Not dependable
Not tmstworthy
Not credible

1
1
1
1
1

2
2
2
2
2
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3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

Sincere
Honest
Dependable
Tmstworthy
Credible

Demographic Information
10. Age?
Under 18
, 18-24
,25-32
33-40
40+
Gender:
Female
Male
Political Affiliation:
Democrat
Republican
Independent
Other
Classification:
freshman
sophomore
junior
senior
Grad student
Ethnicity:
Native American
Asian
. African American
Hispanic or Latino
. Native Hawaiian or other Pacific
Caucasian
Time spent online per day:
less than one hour
1-2
2-3
3-4
4-5
5-6
6-7
7-8

8+
List Major:
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Study 2: Results

Negativity of the Presidential Campaign

1. Do you remember seeing a negative political advertisement about Barack
Obama or John McCain during the presidential campaign season on any
medium? (e.g. television, newspapers,online newspapers, magazines,online
magazines, Internet banners, YouTube,Facebook,etc.)

Yes

Response
Percent

Response
Count

99.0%

99

1

No

2. Do you think that presidential political advertisements are more or less negative this election than in
previous elections?

Negativity
Scale

answered questim

100

sMpped question

0

Less Negative
1

2

3

4

5 More Negative

1.0%(1)

10.0%(10)

27.0%(27)

44.0%(44)

18.0%(18)

110

Count

100

Source Credibility of Political Information
3. Wliat was your main source of political information during the 2008 presidential campaign season? Please
rank top three and list the specific name of the source beside the number.

Response
Percent

Response
Count

USA Today. The Daily Mississippian, The Commercial Appeal. The Tennessean,
The Clarion Ledger. The O.xfoid Eagle,The New York Times, Atlanta Journal
Constitution. The Daily Journal. Wall Street Journal,Tupelo Journal

74.5%

73

Online
Newspapers

usatoday.com. n>iimes.com.claironledger.com, nypost.com, news.yahoo.com,
drudgereport.com

15.3%

15

Magazines

People. Business Week,The Week, Rolling Stone,Time, Newsweek, In Touch

26.5%

26

Newspapers

I

Online
Magazines

Political Blogs
associated with
official news
organizations

CNN blogs. Fox News blogs, Dnidge Report blogs, MSNBC blogs

8.2%

8

Other General
Blogs

Blogs on Facebook

2.0%

2

Television
News

Fox News,CNN, MSNBC,ABC, NBC. Eye Witness News Memphis, and other
local news stations

95.9%

94

Television
advertisements

Obama political ads, McCain political ads. Republican Party ads, Democratic Party
ads, political ads on CBS,TBS,MTV and varioas other networks

22.4%

22

Internet
Websites

Obama.com, yahoo.com.johnmccain.com, AOL,newser.com

53.1%

52

Other

Discussions with friends, political debates, campus news,emails from candidates,
candidates’ blogs, television shows

13.3%

13
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Question 4 misconstrued because of matrix format.

Source Credibility of Blogs

5. Did you refer to, read,or write any political blogs during the presidential campaign?

Response
Percent

Response
Count

Yes

6.3%

6

No

93.7%

89

6

The New York Times Opinion Editor’s blog, McCain blogette, eblogs, DebateThisOleMiss
blog

6. How do you view political blogs associated with official news networks?Please rate how you perceive blogs written by
employees of official news networks such as CNN,FOX,ABC,CBS,or NBC.

In.sincere(1)Sincere(5)

Political
blogs on
news
networks

1

2

3

4

5

6.5%(6)

14.0%(13)

44.1% (41)

22.6%(21)

12.9%(12)

Response
Count

93

Dishonest(1)Honest(S)

Political
blogs on
news
networks

1

■»

3

4

5

3.2% (3)

21.5% (20)

49.5% (46)

14.0% (13)

I1.8%(1I)

Not Dependable (1) Dependable (5)
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Response
Count

93

6- How do you \iew political blogs associated with ofUdal news networks?PIease rate how you perceive blogs written by
employees of official news networks such as CNN,FOX,ABC,CBS,or NBC.

Political
blogs on
news
networks

1

2

3

4

5

14.0% (13)

22.6%(21)

44.1%(41)

12.9%(12)

6.5%(6)

Response
Count

93

Not Trustworthy(1)Trustworthy (5)

Political
blogs on
news
networks

1

2

3

4

5

12.9%(12)

28.0%(26)

39.8% (37)

11.8%(11)

7J%(7)

1

2

3

4

5

16.1%(15)

25.8%(24)

30.1%(28)

20.4%(19)

7.5%(7)

Response
Count

93

Not Credible(1)Credible(5)

Political
blogs on
news
networks

Response
Count

93

7. How do you view general blogs not associated with a particular news organizations? This could include blogs
such as Daily Kos, Gizmodo—^the Gadget Guide,or any general or personal blog. Please rate how you perceive
general blogs by the following credibility scale.

Insincere(1)Sincere(5)

General
Blogs

1

2

3

4

5

24.7% (23)

18.3% (17)

25.8%(24)

18.3%(17)

12.9% (12)

1

2

3

4

5

19.4% (18)

23.7%(22)

41.9%(39)

10.8%(10)

4.3% (4)

3

4

5

Response
Count
93

Dishonest(1) Honest(5)

General
Blogs

Response
Count
93

Not Dependable(1) Dependable(5)
1

2
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Response
Count

6. How do you >iew political blogs associated with offidal news networks?Please rate how you perceive blogs written by
employees of official news networks such as CNN,FOX,ABC,CBS,or NBC.

Poliiical
blogs on
news
networks

1

2

3

4

5

14.0%(13)

22.6%(21)

44.1%(41)

12.9%(12)

6i%(6)

Response
Count

93

Not Trustworthy(1)Trustworthy (5)

Political
blogs on
news
networks

1

2

3

4

5

12.9%(12)

28.0%(26)

39.8%(37)

11.8%(II)

7.5%(7)

1

2

3

4

5

16.1%(15)

25.8%(24)

30.1%(28)

20.4%(19)

15%(7)

Response
Count

93

Not Credible(1)Credible(5)

Political
blogs on
news
networks

Response
Count

93

7. How do you view general blogs not associated with a particular news organizations? This could include blogs
such as Daily Kos, Glzmodo—the Gadget Guide,or any general or personal blog. Please rate how you perceive
general blogs by the following credibility scale.

Insincere(1)Sincere(5)

General
Blogs

1

2

3

4

5

24.7% (23)

18.3%(17)

25.8%(24)

18.3%(17)

12.9%(12)

1

2

3

4

5

19.4%(18)

23.7%(22)

41.9%(39)

10.8% (10)

4.3%(4)

3

4

5

Response
Count
93

Dishonest(1) Honest(5)

General
Blogs

Response
Count
93

Not Dependable(1)Dependable(5)
1

2
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Response
Count

general blogs by the following credibility scale.

General
Blogs

25.8% (24)

28.0%(26)

35.5%(33)

8.6%(8)

2.2%(2)

93

Not Trustworthy(1)Trustworthy(5)

General
Blogs

Response
Count

1

2

3

4

5

30.1% (28)

29.0% (27)

31.2%(29)

9.7%(9)

0.0%(0)

1

2

3

4

5

38.7%(36)

26.9%(25)

26.9%(25)

7.5%(7)

0.0%(0)

93

Not Credible(1) Credible(5)

General
Blogs

Response
Count
93

Online Political Advertisements

8. Have you ever viewed a political advertisement online?

Response
Percent

Response
Count

Yes

57.3%

55

No

42.7%

41
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9. Compared to negative political advertisements I have seen on television, political advertisements I have seen
online are:

Insincere(1) Sincere(5)

online
advertisements

1

2

3

4

5

10.4%(8)

32.5% (25)

41.6%(32)

10.4%(8)

5.2%(4)

1

2

3

4

5

14.5%(11)

21.1%(16)

47.4%(36)

14.5%(11)

2.6%(2)

1

2

3

4

5

14.5%(11)

31.6%(24)

38.2%(29)

14.5%(11)

1.3%(1)

1

2

3

4

5

22.4%(17)

23.7% (18)

39.5%(30)

13.2%(10)

1.3%(1)

1

2

3

4

5

22.4%(17)

21.1%(16)

39.5%(30)

13.2%(10)

3.9%(3)

Response
Count
77

Dishonest(1) Honest(5)

online
advertisements

Response
Count
76

Not Dependable(1) Dependable(5)

online
advertisements

Response
Count
76

Not Trustworthy(1)Trustworthy(5)

online
advertisements

Response
Count
76

Not Credible(1)Credible(5)

online
advertisements
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Response
Count
76

Demographic Information

10. Demographic Information

Age
Under 18

18-24

25-32

3340

40+

0.0% (0)

95.8%(91)

3.2%(3)

0.0%(0)

1.1%(1)

Response
Count
95

Gender
Female

Male

67.4%(64)

32.6%(31)

Response
Count
95

Political Affiliation
Democrat

Republican

Independent

Other

9.5% (9)

76.8%(73)

10.5%(10)

3.2%(3)

Response
Count
95

Classification
Response
Count

Freshmen

Sophomore

Junior

Senior

Grad Student

Other

0.0%(0)

0.0%(0)

14.7%(14)

84.2%(80)

0.0%(0)

1.1%(1)

95

Native
American

Asian

African
American

Hispanic or
Latino

Native
Hawaiian or
other Pacific

Caucasian

Response
Count

0.0%(0)

0.0%(0)

2.1%(2)

0.0%(0)

1.1%(1)

96.8%(92)

95

Ethnicity

Time Spent Online Per Day
Less than
one hour

1-2 hours

2-3 hours

4-5 hours

6-7 hours

7-8 hours

8 hours or
more

6.4%(6)

38.3%(36)

39.4%(37)

10.6%(10)

3.2%(3)

1.1%(1)

1.1%(1)

List Major: Marketing Communications, Marketing, Management, English, Accounting, Family and Consumer
Sciences, Art, Real Estate, Public Relations
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Response
Count
94
88
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Study 3: Question Wording
Introduction:
My name is Kristen Robinson and I am a senior in the Sally McDonnell Barksdale
Honors Colleae at the University of Mississippi currently working on my senior thesis.
I am researchrng the influences and effects of political communication on young
people in the diaital age. To further support my idea that the Internet is the best avenue
to campaign to young people and to foster political discussion and participation among
this age group, I am distributing a survey to measure:
■ news consumption patterns and media usage rates before the presidential election
■ communication, interaction, and participation patterns before the presidential election
■ perceptions of social networks
■ usage rates of interactive online mediums
■ perceptions of negative political advertisements
Please take 5-10 minutes to take this survey so I can gather more data for the
completion of my senior research project and thesis. I greatly appreciate your time and
assistance.
Media Consumption and Media Habits
1. For each form of communication listed below, select the appropriate box to indicate
how frequently you engage in the activity (1-Not at all to 5-Very Frequently)email
■
■
■
■
■
■
■

phone call
text messaging
social network
instant messenger
tv news
online news
Voice Over Internet Protocol such as Skype

■
■

Blogs
Update functions such as Twitter

2. TV News: How many days did you watch the programming described below in a
typical week during the 6 months prior to the 2008 presidential election? Select the
appropriate box; 0-7 days.
■ National nightly news on networks such as CBS, ABC, NBC,Fox, or CNN
■ Local news about your viewing ai*ea (usually shown around 5 pm,6pm, or 10pm)
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3. Conventional Online News: How many days did you consume the following types o
media described below in a typical week during the 6 months prior to the 2008
presidential election? Select the appropriate box: 0-7 days.
■ National newspaper website (nytimes.com, usatoday.com)
■ TV news website (fox.com, cnn.com)
■

Local newspaper website

4. Nonconventional Online Information: How many days did you consume die o owin^,
types of media described below in a typical week during the 6 months prior to the
2008 presidential election? Select die appropriate box: 0-7days.
■ Online news magazine(Time, New Yorker, etc.)
■ Conservative political blog (Instapundit, Michelle Malkin, etc.)
■ Liberal political blogs (Daily Kos,Talking Points Memo,etc.)
■ Political candidates’ websites
5. Habitual Media Use: For the following mediums,select the appropriate number that
indicates the main reason you used that medium:(0-did not use; 1-Mainly for
information; 2-Mainly for entertainment; 3-Just for background)
. TV
■ Internet
■ Radio
■ Read the newspaper
■ Read a magazine
6. Political Communication: For each activity listed below, select the appropriate box to
indicate how frequently during the 6 months prior to the 2008 presidential election,
you engaged in the activity(1-Not at all to 5-Very Frequently)
■ Discussed news and current events with family, friends, coworkers, etc. ONLINE
■ Discussed news and current events with family, friends, coworkers, etc.
OFFLINE
7. Online Political Interaction: For each activity listed below, select the appropriate box to
indicate how frequently during the 6 months prior to the 2008 presidential election,
you have engaged in the activity(1-Not at all to 5-Very Frequently)
■ exchanged political emails with friends or family
■ forwarded or shared a link to a political video or news article
■ received a link to a political video or news article
■ sent or received a text message or instant message about politics
■ expressed my political opinion in chat rooms or online polls
■ participated in a chat room or online fomm
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o n ijtir'il Participation: For each activity listed below, select the appropriate ox to
^
how frequently during the 6 months prior to the 2008 presidential e ection,
indicate
engaged in tlie activity (l-Not at all to 8-Very Frequently)
you have
coiitributed money to a political campaign
attended a political meeting, rally, or speech
worked for a political party or candidate
.
displayed a political campaign button, sticker, sign, t-shirt, etc.(offline or on in
Encouraged someone to register to vote

Social Networks
9. Do you have a profile on any other social networks?
Yes
No
10. If yes. name all social networks that you have an account with.(Select all that apply)
_ My Space
__ Facebook
__ Linkedin
__ Bebo
__Twitter
__ Other
11 How many times do you check your profile each day?
0-3
4-6
7-10

\0+
12. Why do you use a social network? (Select all that apply)
■ To communicate with family and friends
■ To make new friends
■ To get news
■ To get political infonnation
■ To be entertained
■ Because I am bored
■ For educational or business purposes
■ To express myself
■ Other:
13. Have you ever learned about politics on your social network?
Yes
No

120

14. If Yes, select all that apply:
■ I learned of a friend’s political affiliation or opinion
issue
■ I joined a gimip supporting a political party or
■ I became friends with a political candidate
■
■
■
■
■

I supported a political cause or issue on my profile
I leamed about real political events that I could participate in
I wrote about political issues in a note, on someone’s wall, in my status box, or on
a blog on the social network
I read about political issues in a note, on someone’s wall, on someone s status, or
on a blog on the social network
Other—Please explain:

15. What characteristics of social networks do you like? (Select all that apply to you)
■ Interactivity
■ User-friendly
■ Able to express myself
■ Entertaining
■ Other—Please explain:
16. How many times do you check your email each day?
0-3
4-6
7-10
10+
Negative Political Advertisements
17. 1 believe that negative political advertisements are:
1
2
3
Insincere
1
2
3
Dishonest
1
2
3
Not dependable
1
2
3
Not tmstworthy
1
2
3
Not credible

4
4
4
4
4

5
5
5
5
5

Sincere
Honest
Dependable
Trustworthy
Credible

18. Negative Political Advertisements make me:(select best that applies)
■ engage in dialogue with friends and family (interpersonal communication)
■ engage in dialogue with friends and family online
■ Seek more information offline
■ Seek more information online
■
■

Disengage in the political process
It does not affect me at all
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Political Information
19. Parly Identification: Which best expresses how you identify yourself politically?
■ Strong Democrat
■ Democrat
■ Independent
■ Republican
■ Strong Republican
20. Political Ideology: Which best describes your political views?
■ Very conservative
■ Moderately conservative
■ Middle-of-the-road
■ Moderately liberal
■ Very liberal
21. Are you registered to vote?
Yes
No, Why?
22. Did you vote in the 2008 presidential election?
Yes
No, Why?
23. What information source would you depend upon most to make a political decision?
■ Internet
. TV
■ Radio
■ Newspapers
■ Magazines

Media Usage Rates and Demographics
24. How many hours do you use the Internet each day?
0-3
4-6
7-10
10+
25. How many hours do you watch TV each day?
0-3
4-6
7-10
10+
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26. How old are you?
Under 18
18-24
25-32
33-40
40+
27. Gender
Male
Female
28. Level of Education
■ Some high school
■ High school diploma
■ Some college
■ Currently pursuing a college degree
■ College degree
■ Currently pursuing a graduate degree
■ Graduate degree
" Doctorate degree
29. If you are currently pursuing a college degree, what is your
Freshman
Sophomore
Junior
Senior
Other
30, Ethnicity?
Native American
Asian
African American
Hispanic or Latino
Native Hawaiian or Pacific
Caucasian
Multiracial
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classification?

Study 2: Survey Results
1. For each form of communication listed below,select the appropriate box to indicate how
frequently you engage in the activity (l*Not at all to 5-Very Frequently)
'. 1- Not:
’ 1 2
i atall- ]
0
1

Questi^'
email
■)

3

. ,(

i

5-Very
.frequently

4

18

;es

Mfeah,

16 :

95

130

4.58

phone calls

0

4

18 ^ 31 ;

77

130

4.39

text messauinti

3

4

6

25 i

92

130

4.53

7

18

36 :

68

130

4.25

social networks (such as Facebook

4
^

instant messenger

54

33

18 . 11

14

130

2.22

6

TV news

10

41

33 ; 31

15

130

: 3.00

7

online news

9

19

36

39

27

130

3.43

8 ; 7

2

130

1.56

130

1.87

130

1.35

Voice over Internet Protocol

8

85

l(VoIP) such as Skype]

9

63

Blogs

10

104

Update functions (such as Twitter)

V

.● -1;'
v:i-

1/

-^oraati' . phdi»
, ' .calls,

fexf.
messaging’

●ii.

-

(1

20

; 14

10

6

0

4

i ●
social- U -/
networks'
(such as ’
instant I TV ' cmline'
Face|x)okmessenger j -news \ news

'9

-JI

35

1

MySpace) '

Mean

4.58 ■ 4.39 i

4.53

4.25

Variance

0.57

0.71 .

0.81

0.89

1.83

Standard
Deviation

0.76

0.84

0.90

0.94

1.35

; 1.15 ; 1.17

130

130

130

. 130 I

Total
Responses

130

130 ;

!

2.22

i 3.00 , 3.43

. Voice'
o\-er
IntCTtw
ftotocol.
KVplP)such as
Skype]

j.
I
i
' Blogs
!. ●
i
I

1.56

1.87 ■

1.35

1.08

0.70

0.94

^ 1.04

0.83

130

; 130

130

1.33 ; 1.38 :

130 ^

! Update.
: functions
●; (such asj . Twitter) ■

2. TV News: How many days did you watch the programming described below in a typical week
during the 6 months prior to the 2008 presidential election? Select the appropriate box; 0-7 days.
> 1

,!

2

J;-' .

^dayv h'da^ I days‘:| days

iV.

National nightly
news on networks
such as CBS. ABC.
NBC, Fox, or CNN

2:

!
,

16

:

'

19

Local news (usually .
shown around 5 pm,
6 pm, or 10 pm)

37

; 40 I

20

15

●

4' I'

I

19

17

22

9

4

12

124

■ \- 7 \I

days i days ( days i days

9

12

1

Responses j Mead
●

129

4.30

129

2.78

:

Xsautistic
{

●f

' 4*. t

\\

National nightly news on networks such as;.
. CBS,ABC NBC.Fox.or CNN
*

! Local news(usually shown juroimd S
1
. pm.6 pm;or 10 pm) ■

Mean

4.30

2.78

Variance

4.60

3.69

.Standard
Deviation

2.15

1.92

129

129

Total
Responses

3. Conventional Online News: How many days did you consume the following types of media
described below in a typical week during the 6 months prior to the 2008 presidential election? Select
the appropriate box: 0-7 days.
1
1

Q-: 1 i- 2
.3 t 4 t -5 1 6
days t day \ days. | days; days- ! days \ days

Question;

*)

.1

National newspaper
website (such as
nytimes.com or
usatoday.com)

50

17

10

TV news website
(such as I'o.x.com or
cnn.com)

28

13

21

73

. 19

8

Local newspaper
website

.

15

8

13

5

,

18

9

15

9

'

8

3

2

3

7 ● |
days I:-

‘1
i

.

126

3.10

13

126

3.90

10

126

2.34 i

m
t&tistic;
Mean

;\ -^'N&tiooalne\vspa^y. Website (suchas
nytimes.com qrusatoday.com)3.10

j TV news website (such as I- Local newspaper
[
fox.comorcnn.com)
I
website 3.90
2.34

Variance

5.28

5.45

4.74

Standard
Deviation

2.30

2.34

2.18

Total
Responses

126

126

126

125

4. Nonconventional Online Information: How many days did you consume the following types of
media described below in a typical week during the 6 months prior to the 2008 presidential election?
Select the appropriate box: 0-7days.
1

.. : 0’ I h
2 {- ,3 I 4 I
1
7-'
' days I day. :'dayS j days; days j days : days-j days ,

tQuestioftv'
oV, ty

ii-^

^

Online news
I

magazine (such as
Time or The New
Yorker)

86

14

4

3

2

Political blogs (such
as Daily Kos or
liisiapundil)

91

10

6

7

1

3

Political candidates’
websites

71

, 26

13

10

-)

■<

3

■)

126

1.85

6

126

1.92

126

1.91

1

.

Opline news magazine.(such as
Time ot.Tlie'New Yorker)

j Political blogs .{such as Daily } Political candidates
i
●’websites
Kos oi‘ Instapundit)

Mean

1.85

1.92

1.91

Variance

2.64

3.59

2.03

Standard
Deviation

1.63

1.90

1.43

126

126

126

Total
Responses

5. Habitual Media Use: For the following mediums, select the appropriate box that indicates the
main reason you used that medium during the 6 months prior to the 2008 presidential election: (0did not use; 1-Mainly for information; 2’Mainly for entertainment; 3-Just for background)
i?

.●T'r

a
lA'
■ iT-

.S'.

JrMainly for iieyi^
:■ br pplitical' mfotniatiori

f

2"Main!y for
entbrtmnment ,

3-Just for
. ,
.
bacKgroimd
■
.

r ■

● I

Use the
Internet

0

37

77

2

Watch TV

4

39

79

3 ^

Listen to the i
radio

12

18

20
18

4
5

Read a
newspaper
Read a
magazine

1

Ti
i
Respoases Mean
^ ' . . 1t
^
125

2.79

3

125

2.65

75

20

125

2.82

79

18

8

125

2.11

27

75

5

125

2.54

126

■1

I

■1: ' Use the
i- ■
t.-- Internet

!
1

Watch
TV

listen to the
radio ●

4
t

Read a >
newspaper

●Reada ● /.
●

magazine

Mean

2.79

2.65

2.82

2.11

2.54

Variance

0.34

0.34

0.66

0.55

0.62

Standard
Deviation

0.59

0.59

0.81

0.74

0.79

125

125

125

125

125

Total Response.s

6. Political Communication: For each activity listed below, select the appropriate box to indicate
how frequently during the 6 mouths prior to the 2008 presidential election, you engaged in the
activity (1-Not at all to 5 very frequently)

Qii^tioh ‘ '

1-Not i .
.,-'.4

'

t.

atall.-};-

I

3 i- 4 ’ 5- j
<

5-Vety ■
frequently

Re.sponses j Mean

Discussed news and current events
1

with family, friends, coworkers,
etc. ONLINE

46

26

22 M8 : 7 ;

6

125

2.46

7

3

20

45

125

4.70 .

Discussed news and current events
2 ' with family, friends, coworkers,
etc. OFFLINE

26 ; 29

Discussed news and current events With

^Discussed hews and current events with,
fandiy; Mends,' cdworkers, etc. ONLINE ;

family, friends, coworkersj etc. OFFLINE

Mean

2.46

4.70

Variance

2.20

1.60

Standard
Deviation

1,48

1.27

125

125

Total
Responses

127

7. Online Political Interaction: For each activity listed below,select the appropriate box to indicate
how frequently during the 6 months prior to the 2008 presidential election, you engaged in the
activity (1-Not at all to 5-Very Frequently)
t

5-Very
frequently

1

5
j Responses
|
Mean.

I

exchanged pi>liiical emails with friends
or family

44

34 , 23

14

10

125

^

forwarded or shared a link to a political
video or news article

36

43

14

9

125

. 2.34

^

received a link to a political video or
news article

16

33 ■ 33 ■ 29 :

14

125

2.94

4

sent or received a text message or
instant message about politics

48

36

19

16

6

125

2.17

5

expressed my political opinion in a
chatroom, on online polls or on an
online forum

86

19 . 12

3

5

125

1.58

● **

23

2.30 :

{

'^exchanged
'
I
"I
●tpoliUCal emails
●
j
h iyitlr friends OP.
■ *. ■ xi
yy- family
;

forwarded 0
i c j ft
f shared a link to●
1
i a political video
1
-^1
t . or news article

r
* , sentoc ●
,
Hnlctoa. ●' received a text
V
political
messaseor
.■ .
. .video or
instant message
●
- .
. * i-*news article
about politics |

■

expressed my political opinion in
^
,
achatrDom,on
,●
,»
online polls oroa
v t
an onliiK forum

Mean

2.30

2.34

2.94

2.17

1.58

Variance

1.63

1.47

1,46

1.46

1.07

Standard
Deviation

1.28

1.21

1.21

1.21

1.03

125

125

125

125

125

Total
Responses

8. Political Participation: For each activity listed below, select the appropriate box to indicate how
frequently during the 6 months prior to the 2008 presidential election, you engaged in the activity (1Not at all to 5-Very Frequently)

.,V- s

<●

i-Not^

j 3

afatl'.' ' ~ . I

4,
t

5-Very
frequently

Responses I Mean

I , contributed money to a political
campaign

102

13 : 9 ! 0

^

attended a political meeting, rally, or
speech

69

28 : 19 ’ 6

3

125

1.77

3

worked for a political party or
candidate

101

10 ; 5 . 5 :

4

125

1.41

4

displayed a political campaign button.
slicker, sign, l-shirl. etc. (offline or
online)

55

20 ; 21

13

16

125

2.32

5

Encouraged someone to register to vote

30

20

30 ' 18

27

125

2.94

128

125

'

1.28

J

●>.

. I

tabsti©';
‘.vOVv-

3

ciisplayed a political.
attend^ a
V contributed.
Encouraged'
campaign button;
poliiicaT . worked fori
someone'to .
■ mbr«y too
.
; raeeiihg»' { political party slicker, sign,'t-shirt;|
'. political
rally, OF,
/or-ckdidate
etc.(offlineor, j . register to vote
campaign
,
'
●
:
●
!
online) ‘ j
. speecd

Mean

1.28

1.77

1.41

2.32

2.94

Variance

0.45

1.07

0.95

2.09

2.14

Standard
Deviation

0.67

1.03

0.98

1.45

1.46

125

125

125

125

125

Total
Responses

9. Do you have a profile on a social network?

Abswef

Response {. %

1 . Yes
2

No

\

* -

» -.'-Vi

c *■

'

3

Total

;

121

98%

3

2%

124

I 100% i

i
1

1. Value

Mean

1.02

Variance

0.02

Standard Deviation

0.15
124

Total Responses

10. If yes, name all social networks that you have an account with. (Select all that apply)
Respo.nse 1

MySpace

2 : Facebook

44

y
●it
X>A

%

120

37% i
100% :

3

Linkedin

14

12%

4

Bebo

4

3%

6

Twitter

10

8%

5

Other

5

4%

Total Responses

120

129

11. How many times do you check your profile each day?
I

0-3

.*

4-6

■>

3

{.R«ponse4

%

70

58%

33

28%

12

10%

5

4%

120

100%

7-10

4

10-^

”1

1

Total

Value* '
Mean

1.60

Variance

0.70

Standard Deviation

0.83
120

Total Responses

12, Why do you use a social network? Select all that apply.
;/0iswer

●

Response |

To communicate with family and
friends
1

To make new friends
^>1

.%

118

- 98%

20

17%

28

23%

4

: 3%

3

To get news

4

To get political information

5

To be entertained

85

. 71%.

6

Because I am bored

61

51%c

7

For educational or business purposes

24

, 20%

8

To express myself

26

22%

9

Other

3

3%.

1
J

I

m
Quickly communicate with a variety of people
To find old friends
Networking
<■

Total Responses

120

130

13. Have you ever learned about politics on a social network?
Rffipbnse j
>

Yes
t

%

56

47%

No

63

53%

Total

119

100% ●

itetisliC;

>*'● ●

'I Value

Mean

1.53

Variance

0.25

Standard Deviation

0.50
1 19

Tt>ta! Responses

14. If yes, Select all that apply.
..An’swi^.

; Response 1

I learned of a friend's political
affiliation or opinion

7

; A .

53

%
95% ●

I joined a group that supports a
political party or issue

39

; 70%

3

I became friends with a political
candidate

15

‘ 27% ^

4

I supported a political cause or
candidate on my profile

27

48%

I learned about real political events
that I could participate in

27

48%

I wrote about political issues in a note,
on someone's wall, in my status box,
or on a blog on the social network

20

36%

39

70%

3

5%

■)

6

7

I read about political issues in a note,
on someone's wall, on someone's
status, or on a blog on the social
network

8 ' Other—Please explain

■Ji}

.i

a

defined my political party
Until two years ago. I have been deeply involved with politics.
I made a negative comment about a candidate a friend supported and that person dropped me from their
friend list

Total Responses

56

131

15. What characteristics of social networks do you like? Select all that apply.
Response j ● %
94

80%

82

69%

Alk)ws me to express myself ]

33

28%

4

It is oniertaining

98

83%

5

Other-'Please Explain

6

5%

I

InleiLiciivity

2

User-friendly/easy to navigate ^

3

m

1.

4

Keep up with friends from high school that I otherwise wouldn't be able to keep in touch with
Easy to communicate with a variety of people
Easy v\'ay to gel in touch with people
Easy to Keep in touch with old friends
Let's you keep contact from all over the country,
to keep up w fam and friends
■

!● .Value
1 18

Total Responses

16. How many times do you check your email each day?
i Response |
33
^ 27% ‘

V,

1 ; 0-3
2

4-6

40

33%

3

7-10

24

20%

4 : lo-H

25

I 20%

122

; 100%

Total

■■f7'

A

Mean
Variance

2.34
:

1.18

Standard Deviation

1.09 '

I'otal Responses

122

132

17. I believe that negative political advertisements

are (select the appropriate box that best conveys

vour attitude)
I

1

Insiacere;Sincere

X- f 2 - \ 3 j +4 ^ ' Responses. '● Mean
120
2.03
44 39 28 7 0

2

Di.shonest:Honest

43

30

41

6

0

120

3

Not Dependable:Dependable

47

32

31

9

I

120

2.04

4

Not iriistworihyiTrustworthy

46

36

32

6

0

120

1.98

5

Not credible:Credible

42 , 36

32

9 ‘ \

120

2.09

i QDWtiom''

Ti

.

c;'.

. .
, S
Not.
Not'
Nor
s ;\lumcci^:Su)cere | Dishonest:Honest | DependabIe:Dependa&le | mistwonhy:Trusrwotthy ' credibte:Credible
2.09
2.03
2.08
2.04
1.98

V '.'I*;

Mean
Variance

0.99

0.90

1.03

0.86

0.99

Standard
Deviation

1.00

0.95

1.02

0.93

1.00

120

120

120

120

120

Total
Respon.se.s

18. Negative political advertisements make me: (Select which best applies)
1
I

Response i

%

I

engage in dialogue with friends and
family offline

21

18%

^

engage in dialogue with friends and
family online

1

1%

6

5%

40

33%

40

33%

12

10%

120

100%

3 ' seek more information offline

a

4 : seek more information online
-TV

5 1 disengage in the political process
6

.*« >

it does not affect me
Total
ft Ml

Value'

Mean

3.94

Variance

2.41 ;

Standard Deviation

1.55 '

Total Re.sponses

120

133

19. Party Identification: Which best expresses how you identify yourself politically?
●A^srtvct . ■
1

Strong Democrat

2

Democrat

; . Response 1

%\

5

4%

^

21
'T1

.

18% ●

27

23%

53

44%

Strong Republican

14

12% ,

Total

120

! 100% :

3

Independent

4

Republican

5

► .V.M'-'.'

Value
Mean

3.42

Variance

1.09

Standard Deviation

1.04

Total Responses

120

20. Political Ideology: Which best describes your political views?
I

Response

-,#;!;'Aj1lswef'V!*;

.%■

1 ' Very conservative

19

16%

2

Moderately conservative :

42

35% ,

3

Middle-of-the-road

25

: 21% :

4

Moderately liberal

25

i 21% ●

j

5 ' Very liberal

9

:

Total

Mean

120

.

2.69

Variance

1,41

Standard Deviation

1.19

Total Re.sponses

120

134

100% 1

21. Are you registered to vote?
■j

'Answis . ,
1

Yes

2

No. Why?

■ Response ; . %
116
\

Touil

‘ 97%

4

3%

120

100%

lazy
1 am not yet an American Citizen

Value

'StotisticMean

■

1.03

Variance

0.03

Standard Deviation

0. 18

Total Responses

120

22. Did you vote in the 2008 presidential election?

Answer-;'' ^
1

Yes

2

'Respoftse .j :%
t,, ";r‘f

103

, 86%

No. Why? .2

17

14%

Total

120

100%

Out of the United States
The two major candidates both sucked equally.
My absentee ballot did not come in in time.
I live outside of my registered district and I could not go home. I recieved an absentee ballot, but I turned it
in too late.
Because both canidates were not worthy of a vote. They both stood for the same things and are both run by
globalist. I would have wrote in Ron Paul
didnt register in time
lazy
Unable to
Deployed
I was unhappy with the choice of candidates, and I do not plan to complain.
Forgot to transfer registration to town that college is in.
I am not yet an American Citizen
i had a choice of candidate and I did not like either one. I would have voted but was out of state
unexpectedly on election day.

135

Value
Mean

i.l4

Variance

0.12

Standard Deviation

0.35
120

Total Responses

23. What information source would you depend upon most to make a political decision?

I Response-'

. \; .

Sid
Internet

ft

TV
Radio
4

Newspapers

5

Magazines

;

46^0 1

44

37‘7o i

!)

4%

14

12%

2

: 2%

120

Ttnai

?5Itadstic

d:)
St

,y

100%

;^-VMue

Mean

1.87

Variance
Standard Deviation

1.05 I

Total Responses

120

24. How many hours do you use the Internet each day?

0-3

rl

Response j ^
51
43% :

UnJ

2 i 4-6

48

^ 40% '

3 : 7-10

14

12%

4

10-1-

6

5% :

Total

1 19

(■>

|3«:

ISjtlC

‘.Value

Mean

1.79

Variance

0,71

Standard Deviation

0.84

Total Responses

1 19

136

i 100%

k.

25. How many hours do you watch TV each day?
iSi

Response- j %

0-3

100

84% I

4-6

19

16% ;

3

7-10

0

0%

4

10+

0

0%

Total

1 19

100%
1

1

l&tistiC;

Mean

1.16

Variance

0.14

Standard Deviation

0.37
1 19

Total Responses

26. How old are you?
\Xtjsw^

Response
|%
0
0%

Under 18
">

18-24

3

25-32

.1^

9

4

33-40

;1

4

3%

5

40+

3

3%

118

100%

102

Total

m

86% ●

r ^2 ■

itistU

Mean

2.22 i

Variance

i

Standard Deviation
Total Responses

0.40
0.63
1 18

27. Gender

1

Male

Response ■{ %■
43
36%

M&M. I

2 ■ Female
Total

137

75

64%

1 18

100%

c «

Value
Me;in

1.64

Variance

0.23

Siamtard Dcviali(m

0.48
1 18

lo(al Responses

28. Level of Education
Responsg-L

■»

●

%■

1

1

Some high school

2

high .school diploma

3

some college

4

cLiiTcniiy pursuing a college degree

5

college degree

6

currently pursuing a graduate degree ]

1

graduate degree

8

doct(u ate degree

3
♦' .

*1#

*/●

1

3%

Value
4.53
I. l l

Standard Deviation

1.05 :

Total Responses

1 18

29. What is your college classification?
f. .

Hi:

li

I . Freshmen

i»|P

i

Sophomore

3 ; Junior

'?r^<
*0

re
0

0%

4

6%

13

20%
: 73%

4

Senior

47

5

Other

0

Total

64

a
Mean

:

3.67

Variance

0.35

Standard Deviation

0.59

Total Responses

i

65

: 55% ;

25

21% :

16

14% ^

4

3%

i
.. j

Variance

2

4

118

r-y

2^0

1%

Total

rSfadsiit^;
Mean

;

9

64

138

0%
: 100%

I
:

.

I

100% ;

30. Ethnicitv

●' Response

%
1%

Native American
2

Asian

3

Alrican American

4

Hispanic or l.alino

5

Native Hawaiian or Pacific

ft

Caucasian

7

Multi-Racial

1

Wo

I

■

Wc

2

^ m '

0

0%

j

Total

118

'■

f

yalue

Mean

3.89

Variance

0.31

Standard Deviation

0.71

Total Responses

;

110

1

1 18

139

;

, 93%
3%
; 100%

,

Study 3: Correlations
Hypothesis 1:
Correlations
Conventional
Positive relationship
between expi^sure to national
newspaper websites and
pt)Iitical discussion online

Online News:
National
newspaper
Political

websites (such

as nytimes.com, Communication
ONLINE
usatoday.com)
1.000

Conventional Online News: Pearson Correlation

.000

National newspaper website Sig.(2-tailed)
(such as nytimes.com or
N
usaloday.com)
Political Communication
ONLINE

124

125.000

1.000

.312

Pearson Correlation

.000

Sig.(2-tailed)

124

N
;Js

.312

124.000

. Correlation is significant at the 0.01 level (2-tailed).

Correlations
Positive relationship
between exposure to national
television websites and
political discussion online

Conventional
Online News:
TV news

TV news website (such as

Political

fox.com or

Communication

cnn.com)

ONLINE

1.000

Conventional Online News; Pearson Correlation

r

website (such as

**

.405

.000

Sig.(2-tailed)

fox.com or cnn.com)
N
Political Communication
ONLINE

125.000

Pearson Correlation

.405

124
1.000

.000

Sig.(2-tailed)
N

124

. Correlation is significant at the 0.01 level (2-tailed).
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124.000

Correlations
Positive relationship
between exposure to local
newspaper websites and
political discussion online

Conventional
Online News:

Political

Local newspaper Communication
website

ONLINE
tt

1.000

Ci>nventional Online News: Pearson Correlation
Local newspaper website

.362
.000

Sig.(2-tailed)
N

125.000

124

tt

Political Communication
ONLINE

Pearson Correlation

.362

1.000

.000

Sig.(2-tailed)
N

124

124.000

CoiTclation is significant at the 0.01 level (2-tailed).

Correlations
Positive relationship
between exposure online
news magazines and
political discussion online

Nonconventional
Online
Information:
Online news
Political
magazine(such
as Time or The Communication
ONLINE

New Yorker)
Nonconventional Online
Information: Online news

Pearson Correlation

1.000

.313
.000

Sig.(2-tailed)

magazine (such as Time or
The New Yorker)
Political Communication
ONLINE

N

125.000
t*

.313

Pearson Correlation

124
1.000

.000

Sig.(2-tailed)
N

124

. Correlation is significant at the 0.01 level (2-tailed).
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124.000

Correlations
Nonconventional

P(>sitive relatitmship
between exposure political
blogs and political
discussion online

Online
Information:
Political blogs

Nonccmventional Online
Information: Political blogs

(such as Daily

Political

Kos or

Communication

Instapundit)

ONLINE

1.000

Pearson Correlation

.383
.000

Sig.(2-tailed)

(such as Daily Kos or

124

125.000

N
Instapundit)

tt

Political Communication
ONLINE

.383

Pearson Correlation

1.000

.000

Sig.(2-tailed)

124

N

124.000

. CoiTclation is significant at the 0.01 level (2-tailed).

Correlations
Positive relationship
between exposure political
candidates' websites and
political discussion online

Nonconventional Online
Information: Political

Nonconventiona
Online
Information:

Pearson Correlation

Political

Political

candidates'

Communication

websites

ONLINE

1.000

.290
.001

Sig.(2-tailed)

candidates’ websites
N
Political Communication
ONLINE

125.000

Pearson Correlation

.290

124
1.000

.001

Sig.(2-tailed)
N

124

. CoiTclation is significant at the 0.01 level (2-tailed).
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Hypothesis 3b:

Correlations
Positive relationship
between exposure to national
nightly news and political
discussion online

TV News:
National nightly
news on
networks such as
CBS. ABC

Political

NBC,Fox,or

Communication

CNN

ONLINE
tt

TV News: National nightly

1.000

Pearson Correlation

news on networks such as

.278
.002

Sig.(2-tailed)
CBS..\BC. NBC. Pox. or
CNN

N

128.000

124

tt

Political Communication:
ONLINE

.278

Pearson Correlation

1.000

.002

Sig.(2-tailed)
N

124

124.000

. Correlation is significant at the 0.01 level (2-tailed).

Hypothesis 4:
Correlations
INo relationship between
political communication
online and contributing
money to a political
campaign

Political Communication
ONLINE

Political
Participation:
contributed
Political

money to a

Communication

political

ONLINE

campaign

Pearson CoiTelation

1.000

.040

Sig.(2-tailed)
N

124.000

124
1.000

Political Participation:

Pearson Correlation

.185*

contributed money to a

Sig.(2-tailed)

.040

political campaign

.185*

124

N

Correlation is significant at the 0.05 level (2-tailed).
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Correlations
Nt' rclaliimship between
political communicatit>n
online and attendiiiii a
political meeting, rally, or
speech

Political
Participation:
Attended a
Political

political

Communication meeting, rally, or
ONLINE
Political Communication
ONLINH

Pearson Correlation

1.000

.199’
.027

Sig. (2-tailed)
N

Political Participation:

speech

124.000

124

.199’

1.000

Pearson Correlation

attended a political meeting, Sig.(2-tailed)
rally, iir speech
N

.027
124

124.000

Conelalion is significant at the 0.05 level (2-tailed).

Conelations
No relationship between
political communication
online and working for a
political party or candidate

Political
Participation:
worked for a

Political

Communication political party or
ONLINE
candidate
Political Communication
ONLINE

Pearson Correlation

1.000

.140
.120

Sig.(2-tailed)
N

124.000

124
1.000

Political Participation:

Pearson Correlation

.140

worked for a political party
or candidate

Sig.(2-tailed)

.120

N

124
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Correlations
Positi\c relationship
between I'nline pi'liiieal
discussion and displa\ing a
political campaign sticker,
sign, t-shirt, etc. ottline or
online

Political
Participation:
displayed a
political
campaign
button, sticker,

Political Communication

Political

sign, t-shirt, etc.

Communication

(offline or

ONLINE

online)

1.000

Pearson Correlation

ONLINE

.000

Sig.(2-tailed)
N

124.000

Political Participatiim:

Pearson Correlation

displayed a political

Sig.(2-tailed)

campaign button, sticker,

.315

.315

124
1.000

.000

N

sign, t-shirt, etc. (offline or

124

124.000

online)
. Correlation is significant at the 0.01 level (2-tailed).

Correlations
Positive relationship
between online political
communication and

Political
Participation:

encouraging someone to
register to vote

Political

Encouraged

Communication

someone to

ONLINE

register to vote
tt

Political Communication
ONLINE

1.000

Pearson Correlation

.000

Sig.(2-tailed)
124.000

N
Political Participation:

Pearson Correlation

Encouraged someone to

Sig.(2-tailed)

register to vote

.361

.361

124
1.000

.000
124

N
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Correlations
t’osili\c rclatii'iiNhip
hcluccn I'lilinc pi'litical
tlisaission and displaving a
political campaign sticker,
sign, t-shirt, etc. offline or
online

Political
Participation:
displayed a
political
campaign
button,sticker,
Political

sign, t-shirt, etc.

Communication

(offline or

ONLINE

online)
tt

Political C’ommunication

Pearson Correlation

1.000

ONLINE

.315
.000

Sig.(2-lailed)
N

124

124.000
tt

Political Participation;

Pearson Correlation

displayed a political

Sig.(2-tailed)

campaign button, slicker,

.315
.000

N

sign, t-shirt, etc. (offline or

124

124.000

online)
. Correlation i.s significant at the 0.01 level (2-tailed).

Correlations
Positive relationship
between online political
communication and

Political
Participation:

encouraging someone to
register to vole

Political

Encouraged

Communication

someone to

ONLINE

register to vote
tt

Political Communication

l.OOO

Pearson Correlation

ONLINE

.361
.000

Sig.(2-tailed)
124.000

N

124

tt

Political Participation:

Pearson Correlation

Encouraged someone to

Sig.(2-tailed)

register to vote

.361

1.000

.000
124

N
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Correlations
PoMli\e rel.iii(Miship
hctucen iMilinc political
communication and

Political
Participation:
Political

encouraging someone to
register to \twe

Communication

Encouraged
someone to

ONLINE

register to vote
tf

F(»litical Communication
ONLl.M-:

Pearson Correlation

1.000

.361

Sis.(2-tailed)

.000

N

124.000

124

ti

Political Parlicipatk'n:
Hneourased someone to

Pearson Correlation

.361
.000

Sig.(2-tailed)

resister ti» vtite
N

124

124.000

Conelation is significant at the 0.01 level (2-tailed)

Correlation between discussing politics offline and political participation
Correlations
Positive relationship
between di.seu.ssing politics
offline and displaying a
political campaign button,
sticker, sign etc. online or
offline.

Political
Participation:
displayed a
political
campaign
button, sticker,
Political

sign, t-shirt, etc.

Communication

(offline or

OFFLINE

online)
tt

Political Communication
OFFLINE

1.000

Pearson Correlation
Sig.(2-tailed)
N

Political Participation

Pearson Correlation

displayed a political

Sig.(2-tailed)

campaign button, sticker,

.333

124.000

124

.333
.000

N
124

sign, t-shirt, etc. (offline or
online)
CoiTelation is significant at the 0.01 level (2-tailed).
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Correlations
Fi'sitne rdati(inship
hctuccn (.liscussing politics
online and encouraiiing
Nomeime to reeister to vote

Political Communication
Ol-FLINr:

Political
Participation:
Political

Encouraged

Communication

someone to

OFFLINE

register to vote

Pearson Correlation

Encouratied someone to

.398

Sig.(2-tailed)
N

Political Participation:

1.000

I24.000

Pearson Correlation

.398

124
1.000

.000

Sig.(2-tailed)

reizister to vote
N

124

>■*

. Correlation is significant at the 0.01 level (2-tailed).
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I24.000

